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. @ program of minute movies sponsored by the National Safety 
Council and designed by Atlas to help make a good community traffic 


and schools, these films reach those whose lives are at stake and demon- 


«@ highly commendable — strate simple rules every driver must follow to avoid needless cost in 
lms on 
os in 1950 lives and property. 


Atlas thanks the National Committee on Films for Safety for its 
Award of Merit and The National Safety Council for a repeat perform- 
ance request ... a new 1951 series of driving safety short subjects sched- 
uled for premiere at the National Safety Congress and Exposition in 
a Chicago October 8-12. 


*W atch for them in your local theatre! 


Apply ATLAS MERIT to Your Needs... 


. . . ATLAS’ experienced creative and production staff can help you plan a more complete prag 
gram that will do your job more effectively and economically. 


ATLAS FILM CORPORATION 


ESTABLISHED 1913 


eA) 1111 SOUTH BOULEVARD OAK PARK, ILLINOIS 
CHICAGO TELEPHONE: AUSTIN 7-8620 


safety campaign even better. In theatres* . . . on television, in clubs @ 


Whether your plans call for motion pictures, sound slidefilms, theatrical shorts, TV commercial 
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GOOD HABITS 
selling 


N THE LIGHT OF INCREASING EMPHASIS on sales- 
manship, we submit that there’s an urgent need 
for a brief training film on Good Habits in Selling. 


Such a film will drive home, among other things, 
the vital importance of not taking too much for 


granted, of being courteous to everyone, of leaning 
over backwards to tell the truth and nothing but the 
truth about one’s products and services, of not mak- 
ing promises one can’t keep, of respecting the opin- 
ions of the other fellow, and above all else, the 
importance of being a good listener. 


Incidentally, the company that sponsors such a 


film will acquire not only an excellent training tool 
but a film which its customers and prospects will be 
eager to show within their own organizations. 


We know from experience that promoting a 
film of this general character makes for good cus- 


tomer-relations . . . and we can give you a number 
of case-histories by way of proof. Ask us to show 
the pictures, and to tell you how they were used. 


CARAVEL 


730 


FIFTH AVENUE 


FILMS, INC. 


NEW YORK TEL. CIRCLE 7-6110 
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QUALITY something 

into a motion 

ROLAND 
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REED 


ved repeatedly we propuce picTURES ANYWHERE. 
wrITe FOR ADVICE AND ESTIMATES. 


Some of the many outstanding clients se? 
by Roland Reed Productions are: 
UNITED STATES STEEL qestinGHouse 
GENERAL PETROLEUM SHELL ou COMPANY 7 
\FORNIA FORD p 
CALVERT DISTILLERS 
275 severly Drive Beverly Hills, California 
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No Sprocket Hole Damage 


Exclusive Safe-Lock sprock- 
ets literaliy stand guard over 
film! Incorrect film thread- 
ing is prevented. Film dam- 
age cannot possibly occur. 
This new construction makes 
Filmosound even easier to 
thread than before. 


Single-Case Filmosound 


For 16mm sound or silent 
films. Governor-controlled 
gear drive assures constant 
film speed. Metered lubrica- 
tion. Weight only 35'2 lbs. 
with 6-inch built-in speaker. 
Other models also. Write for 
further information. 


Guoranteed for life. During life 
of the product any defects in 
workmanship or materials will 
be remedied free (except trans- 
portation) . 
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Employees of J. |. Case Company viewing film on 


_ J. I. Case Company of Racine, Wisconsin has prepared a number 
of movies showing the most modern and progressive farming 


techniques. These movies are shown to company personnel, community 

groups, and students.* Case dealers use the films at farmer meetings. 
And for these extensive showings, the J. I. Case Company uses 

more than 30 Filmosounds. This company has found that these precision- 

made projectors mean more hours of clear, lifelike pictures, the best 

in full, natural sound. The Filmosound is easy to carry, simple to operate. 
To use movies to best advantage in your company, make sure you 

show them with Filmosound. Your nearby Bell & Howell special 

representative will be happy to explain to you the many advantages 

of using Filmosound. 


*Sound and silent films alike are offered free of charge to teachers, county agents, 
program chairmen of farm groups and others interested in advancing farming 
methods. Write to: J. I. Case Company, Racine, Wisconsin. 


You buy for life when you buy 


Bell « Howell 


Chicago 45 
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MORE VALUABLE 
T0 YOUR COMPANY 


Stimulate your employee training program with this 
integrated series of 16mm sound films that teach your 
Sales and other personnel to become better speakers in 
both formal and everyday situations. 


This series is now being used successfully by banks, insurance 
companies, major industries, and the armed services, 


* USING YOUR VOICE — How fo make the most of your voice in 
everyday life situations, 


% PLATFORM POSTURE AND APPEARANCE — How fo impress your 
audience and achieve good platform posture. 


% STAGE FRIGHT AND WHAT TO DO ABOUT IT —The causes of 
stage fright, and what to do about it. 


% THE FUNCTION OF GESTURES —How and when fo use gestures 
in public speaking. 


% PLANNING YOUR TALK — How fo plan and organize your speech. 


Rent these valuable films from your local film library, or directly 
contact Young America Films. Price for the one day rental of the 
complete integrated series of five films is $15.00. 


You may purchase these films as a permanent asset for your own 
library for $45.00 each.’ 


YOUNG AMERICA FILMS, INC. 


18 EAST 4ist STREET, NEW YORK 17, N.Y. 


Right Off the Reel 


NEW CROP OF GOOD BUSINESS FILMS 
OPENS COLORFUL AUTUMN SEASON 


HE GOLDEN HUES that predominate 
among the autumn colors are a fitting 
complement to this equally golden period 
in the history of business films. In the two dec- 
ades of our personal experience as a recorder 
of these deeds, both foul and fair, we have never 
seen a period so replete with good, new pictures. 

The most pleasing part of all this is that we're 
sharing these preview experiences with influential 
and thoughtful audiences. Any sponsor, for ex- 
ample, can profit by the example of United Air- 
lines which showed an impressive new color 
documentation of modern airlines operations, 
titled United 6534, to a Chicago preview audi- 
ence consisting of several hundred members of 
its 100,000 Mile Club. These were business and 
professional men and women who have flown 
with the line for that distance (and considerably 
more) per capita. They vigorously applauded a 
completely competent and often beautiful pic- 
turization of this airline’s amazing technical 
(and human) resources. 

But this was just one episode among many. 
It followed an earlier showing of International 
Cellucotton’s new Disney picture How to Catch 
a Cold; General Electric previewed a highly 
significant and technically perfect film on the 
nation’s serious water shortage—Pipeline to the 
Clouds. GE has also unveiled a new color film 
on modern electrified rail transportation, titled 
Shining Rails. Armour, DuPont, AT&T, Illi- 
nois Central, Coca-Cola, Warner, Swift, Westing- 
heuse and a host of other concerns, little com- 
panies and big companies, are among the bene- 
ficiaries of new technical skills and of an im- 
mense audience potential which combine to make 
this medium so important to all business today. 


Freedoms Foundation Ann es°51 Awards: 
* 16mm motion pictures that “speak up for 
Freedom” are eligible for the $100,000 Free- 
doms Foundation Awards program for 1951. 
Entries for this year’s eligible films close on 
November 1, 1951 and it is important to note 
that slidefilms and 35mm films are also eligible 


THIS MONTH’S COVER 


* Artist Fred Steffen created the color 
scratchboard illustration of Ben Franklin | 
on this month’s cover which we are proud 
to present as a notable example of photo- 
engravers’ skill represented by the nation- 
ally-known Chicago firm of Collins, Miller 
and Hutchings. They are the sponsors, too, 
of The Picture’s the Thing! described on 
page 29. Franklin is the most fitting cover 
subject we can imagine, for in these times 
his wisdom is sorely needed, his inspiration 
to good selling is a prelude to a series of 
features on pages 34 to 37 inclusive, and 
he remains the godfather of our American 
graphic arts industry. We owe him much. 


for entry in the first general category under 
which $14,000 in cash awards will be distributed. 
Honor awards, consisting of one principal honor 
medal, fifteen additional honor medals, and ten 
certificates of merit are available in the 16mm 
film classification. No cash awards will be made 
in this group this year. 

Kansas City Papers, Please Copy: 

* We've accepted the invitation of the Adver- 
tising & Sales Executives Club of Kansas City 
to address its membership on Monday, October 
22. Our tentative subject is New Horizons for 
Business Films, See you then. —OHC 
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“Arch Against the Sky” 


Told in the language of the farm and of practical farmers is the recent Wilding pro- 
duction for the Stran Steel Division of the Great Lakes Steel Corporation, “Arch Against 
the Sky.” 


This film about the use of Quonset buildings for corn storage brings to more than 
60 the number of Wilding pictures produced in recent years exclusively for the ever- 


increasing rural American audience. 


WILDING 
PICTURE PRODUCTIONS, INC. 


e SLIDEFILMS + TELEVISION FILMS 


CHICAGO* 
1345 Argyle Street 


NEW YORK 
385 Madison Ave. 


DETROIT* 
4925 Cadieux Rd. 


CLEVELAND 
310 Swetland Bldg. gf 


HOLLYWOO 
5981 Venice Blvd. 


ST. LOUIS 
4053 Lindell Blvd. 


CINCINNATI 
Enquirer Bldg. . 
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Color is not only our business at Houston 
Color Film Laboratories, but an exacting 
science and a fine art. The very finest, modern 
equipment is used to assure absolute control 
during every stage of developing and printing, 
thereby reproducing true “living” colors. 
Houston technicians are color experts with a 
wealth of experience and know-how that 


is unmatched in all the world. Try Houston 
on your next job and see the difference. 


Developing and Printing 35MM color film 
Duplicating prints on 35MM color film 
Processing 16MM color film 

35MM color film strips and slide films 


H Oo U Ss TON Color Film Laboratories, Inc. 


230 W. Olive St., Burbank, Calif. * CH. 0-8188 


Fast, Immediate Service * Processing Color Film Exclusively 
World's largest processors of 35MM Ansco Color Film 


NOW THERE’S A COMPLETE FARM FILM GUIDE FOR REFERENCE USE 


* Nearly 1,100 available free and low-cost motion postpaid at only 50¢ per copy (on receipt of 
pictures and slidefilms and their sources are listed stamps, coin, money order, or company check). 
in the new Farm Film Guide recently added to Order your copy today from Business Screen, 150 E. 
the Film Guide Library of Business Screen. Sent Superior, Chicago 11. Discount on quantity orders. 
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Motion Picture, TV Engineers 

To Convene in Hollywood 

* Reports of advances in high- 
speed photography, magnetic 
recording and 16-mm motion 
picture developments will share 
the spotlight at the forthcoming 
semi-annual convention of the 
Society of Motion Picture and 
Television Engineers to be held 
October 15-19 in Hollywood. 

A panel will discuss the ques- 
tion, “Should the present 
16-mm standard emulsion posi- 
tion be changed?” and the 
session will also include con- 
sideration of problems relating 
to the quality of 16-mm sound 
and pictures. 

The latest triple-track 35-mm 
magnetic recorders will be dem- 
onstrated along with other late 
developments in general mag- 
netic recording tecliniques. Also 
on the program are papers by 
leading manufacturers of three- 
color films, color film labora- 
tories and production studios. 

Awards to be presented to 
outstanding scientists and engi- 
neers of the motion picture and 
TV industries include the So- 
ciety’s Journal Award and its 
Progress Medal, the Samuel L. 
Warner Memorial Gold Medal, 
and the newly established David 
Sarnoff Gold Medal Award. 
Time and Motion Study Clinic 
To Consider Industrial Movies 
¢ A seminar dealing with the 
production of industrial motion 
pictures will be one of the high- 
lights of the 15th annual Na- 
tional Time and Motion Study 
Clinic scheduled for Friday, 
November 2, at Chicago's 
Sheraton Hotel. 

Chairman S. J. Fecht of S. J. 
Fecht & Associates, Chicago, 
will lead the discussion of such 
problems as what equipment 
is needed, what preliminary 
steps should precede the actual 
photographing and what equip- 
ment is new in micromotion 
work? 

The approach to the worker, 
employee reaction to movies, 
check points, and many other 
interesting phases of the opera- 
tion will be part of the pro- 
gram. 

Also participating in the dis- 
cussion will be C. T. Marshall, 
manager of industrial sales for 
Bell & Howell and Robert S. 
Rohr, assistant superintendent 
of the industrial engineering 
division at Eastman Kodak. 

Mrs. Frank Gilbreth, famed 
motion study analyst, is among 
the experts who will participate 
on the program next month. 
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The MITCHELL STUDIO MODEL“BNC” is 
a truly silent camera for sound photography. 
No blimp is required. Its smooth, positive 
operation saves many costly hours of pro- 
duction time. Since the introduction of the 
“BNC,” more and more major studios have 
made it standard equipment. 


WEST HARVARD STREET + GLENDALE 


The MITCHELL “16” is enthusiastically 
acclaimed by leading commercial pro- 
ducers as the first professional camera to 
bring theatre-like quality to the 16mm 
screen. Typically MITCHELL in design 
and workmanship, it contains the same 
proven features that made MITCHELL 
cameras famous throughout the world. 


CA CORPORATION 


+ CABLE ADDRESS: “MITCAMCO" 


MURRAY 2-70 
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At Precision today 


we're processing 
the finest 


INDUSTRIAL FILMS 


for nationwide 
showings 


For your 16 mm. industrial 


film requirements 
use Precision... 


@ Over a decade of 16 mm. in- 
dustrial film printing in black 
and white and color. 


@ Fine grain developing of all 
negatives and prints. 

@ Scientific control in sound 
track processing. 

@ 100% optically printed tracks. 


e@ Expert timing for exposure 
correction in black & white or 
color. 


@ Step printing for highest pic- 
ture quality. 

@ Special production effects. 
@ Exclusively designed Maurer 
equipment. 


@ Personal service. 


~++@ wonder more and more 
of the best 16 mm. films todoy 


THE/OFFSCREEN 
LA.V.A. MEETING IN NEW YORK 


dustrial Audio-Visual Association will be 

held October 10, 11, and 12 at the West- 
chester Country Club, Rye, New York. Gordon 
Biggar, Shell Oil Company, is president of IAVA 
and program arrangements are being made by 
Joseph Schieferly, Standard Oil Company (NJ). 
assisted by other Eastern members of the na- 
tional business film sponsors’ organization. 

Executives of business concerns sponsoring 
film programs” and not identified with either 
production or equipment manufacture as a prin- 
cipal business are urged to get in touch with 
membership chairman Frank Rollins, c/o Squibb 
and Sons at 745 Fifth Avenue, New York City. 
Guests may attend the fall meeting if qualified 
for membership. Associations are not eligible 
for [AVA membership. 

The fall meeting program will include a con- 
ducted tour of Navy Special Devices Center at 
Port Washington, New York as well as special 
addresses by audio-visual specialists, color t.v. 
and magnetic film demonstrations. Reports by 
IAVA committee chairmen are also scheduled. 


Tie ANNUAL FALL MEETING of the In- 


Confer on Film Classification Standards 
* Kudos to Eastman Kodak’s John Flory, ad- 


viser on nontheatrical films, for his recent call 
to an Eastman House conference of key indi- 
viduals concerned with film reference classifica- 
tion. The Library of Congress is soon to issue 
several thousand 3x5 reference cards on all 
Government films; this may be followed by 
similar cards on all copyrighted 16mm _ films 
(including your business pictures). It is vastly 
important that these systems be uniform and 
that we recognize its immense size in numbers 
of film titles now available. This interim con- 
ference can begin that serious task of organizing 
the data. National standards are needed. 


You Can Visualize Any Kind of Business: 


* New ways to save money through film pop 


up in business regularly. Here is a novel idea — 


reported recently in the publication Rural Real- 
tor. Orval E. Mason, a Montana real estate dealer 
in wheat and stock ranches, takes color slides 
of the properties in his lists and shows them to 
prospective customers. 

What makes this of particular value to Mr. 
Mason is that most of his offerings are up to 120 
miles from his place of business and unless the 
prospect is definitely interested a lot of time 
and gasoline can be wasted. 

But Mr. Mason is more than just efficient in 
an economic sense in his use of film, he is also 
a perceptive business psychologist. He reports 
that the darkened screening room has a com- 
municative effect on his prospects; he is able to 
find out a great deal of what the customers really 
have on their minds and how much they can 
afford for a suitable property. This is especially 
true, he finds, when the prospective buyers 
have brought their wives to the screening. 

Mr. Mason’s experiences might portend the 


day when no business film screening would be 
complete without the attendance of the sponsor’s 
psychiatrist to soothe and probe, lure the audi- 
ence to the cash register. 


A Visual Answer to National Security: 


* In these jittery times when Britain and Amer- 
ica cut off commercial plane communication with 
Czechoslovakia for imprisonment of an Amer- 
ican news correspondent on trumped-up spy 
charges and when news columns are cluttered 
with accusations of trafficking with potential or 
real enemies, the business of security gets down 
to cases in such spots as our air training bases. 
Besides the guarding of knowledge of secret 
weapons and the protection of the lives of the 
citizenry, there’s the item of conserving the 
tremendous investment of dollars in military air- 
craft. The Air Training Command has done 
something about that, turning to audio-visual 
communication tools as the best informative de- 
fensive weapon, and to the Atlas Film Corpora- 
tion to build the program. 

That project has been completed, with 162 
kits on Security Indoctrination turned out for 
the Air Force. In each kit are sound motion 
pictures on incendiarism, tampering, vandalism, 
loosetalking, rumors, and impersonation. There 
are also posters on the film themes, instructor 
guides, literature for distribution to civilian as 
well as military personnel, and mattes for re- 
production of the posters in publication at the 
air bases. 

Only seven professional actors were in the cast 
of 100 at Scott Air Base, Belleville, Ill, where 
MacKenzie Ward directed the series made by 
the Atlas staff. Base personnel at their daily 
chores provided most of the action for the loca- 
tion photography. For the film on tampering, a 
B-29 crew flew from Randolph Field. Program 
packages were sent to 24 bases in the command 
as well as other air centers. 

Atlas’ John Bancroft and Clare McQuaid did 
the scripts and copy for printed materials for 
the project, which was headed by Col. Alexander 
R. MacMillan, former inspector general for the 
Air Training Command but now stationed in 
England with the Third Air Force, and by Col. 
Louis H. Erichs, air provost marshal for train- 
ing. 
Officers allied directly to producing the project 
were Maj. Henry B. Crownover, who served as 
technical advisor, Capt. James R. Parham of 
the office of the air provost marshal, and Lt. 
Robert Neely, Air Force Pictorial Service. & 


On location for Security Indoctrination films. 
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his highly mechanized age still has one great handcraft that plays a vital role in 
our daily lives. The reproduction of advertising illustrations that create the desire 
for industry’s products is made possible by photoengraving — a skill dependent 
largely on hand craftsmanship. The story of this artistic skill is told in a new 
motion picture produced for Collins, Miller & Hutchings, Inc., Chicago photo- 
engravers. This interesting film follows the above illustration step by step from 


artist’s canvas to printed page where advertisers know “The Picture’s the Thing.” 
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Color 


e B&W Developing and Printing 


rinks 


e B&W Reversal 
e Ink Edge Numbering 


e Magnetic Recording Truck for Motion 
Picture and TV Production 


e New Electrical Sound Color 
Release Printing 


A COMPLETE 16MM SERVICE 


1161 North Highland Avenue ° 


HILLSIDE 7471 


Hollywood 38, California 
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New RCA Custom Records Brochure 
Outlines Transcription Services 
* RCA Victor’s Custom Recorp 
Saces Drvision has issued a new 
brochure telling about some of the 
services the company offers to com- 
mercial customers. 

One section describes the differ- 
ent types of records the company 
makes: sizes 644”, 7”, 10’, 12” 


| and recording speeds—33%, 


| 


45 and 78 RPM; grooves—standard 
and microgroove: materials—pure 
and filled vinyls and non-flexible 
compounds, all available in some 
17 different combinations to suit 
any need. 

Besides its own phonograph rec- 
ords, RCA Victor manufactures 
records and transcriptions for other 
commercial record companies, pri- 
vate records for schools, churches, 
individuals, ad agencies, industrial 
concerns and, of course, slidefilm 
producers. 

Other parts of the brochure de- 
scribe the company’s complete serv- 
ice in recording, processing, press- 
ing and shipping and _ handling. 
Write for a copy to RCA Victor 
Custom Record Sales, 630 Fifth 
Avenue, New York; 445 North Lake 
Shore Drive, Chicago; or 1016 
North Sycamore Avenue, Holly- 


wood. 


L. Duke GoLDEN 


Dayton Rubber Picks Duke Golden 
To Run Sales Education Program 
* As director of sales education of 
the Dayton Co., Dayton, 
Ohio, L. Duke will estab- 
lish programs for all sales and serv- 
ice personnel of the company and 
for distributors’ selling staffs. With 
a similar post the last ten years for 
the Perfect Circle organization of 
Hagertstown, Ind., Golden has had 
23 years of experience in selling, 
writing and teaching. He is a gradu- 
ate engineer. 

Through years of experience, Mr. 
Golden is thoroughly familiar with 
visual tools. 
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Acesert E. Hemsinc 


Hemsing Advises ECA on Films 
For Labor Information Program 

* Apert E. Hemsinc, named film 
advisor for the ECA Labor Infor- 
mation Program for the Marshall 
Plan countries, brings to the Gov- 
ernment post the experience gained 
as film division director of the Tex- 
tile Workers Union of America, 
CIO, and the Amalgamated Clothing 
Workers of America, also CIO. He 
set up the film divisions for the 
unions in 1948, produced Union at 
Work for the TWUA and directed 
distribution. He headed 16mm dis- 
tribution for the OWI Overseas 
Branch during the war and evalu- 
ated the State Department's film 
services in Great Britain. From 1946 
to 1951 he was an instructor in the 
City College Film Institute in New 
York. 

With headquarters in Paris, Hem- 
sing will be film advisor to Harry 
Martin, president of the American 
Newspaper Guild, who heads the 
Labor Information Program, calling 
for production of motion pictures 
to reach European trade union audi- 
ences for the twofold purpose of 
combating communism and increas- 
ing industrial productivity. 
Academic’s New Film on Congress 
* Academic Films, Inc., 516 Fifth 
Avenue, New York, has completed 
A Day In Congress (20 min), first 
of a series of films on the activities 
of various government departments 
and agencies. Other pictures sched- 
uled and in production are on the 
Commerce, Agriculture and Justice 
departments and the White House 
Executive Department. 

The series is designed to be 
valuable for employee and union 
member groups as interesting educa- 
tion on how the federal government 
operates. All films in the series are 
completely non-political. 

Snody Joins Kayfetz Productions 

* ALLAN P. Snopy has joined Vic- 
TOR KayFetz Propuctions, INC., 
as chief liaison director. 
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Set up in 2 minutes! 
With this new RCA “400” projector, 
you can put picture and sound on the 
screen in only 2 minutes! Or let a 
youngster do it for you. I#’s that easy! 


Pack up in 3 minutes! 
No more packing-up troubles. You can 
button up the complete RCA “400” 
projector and speaker in only 3 minutes. 
Or let a child do it. I#’'s so simple! 


(2) Thread film in 30 seconds! 
Thanks to RCA’s new “Thread-Easy” 
design, you can thread it while you're 
lecturing . . . thread it with one hand 
... thread it in the dark. 


4) Carry like an overnight bag! 
Single case Junior weighs only 3312 
lbs. Women appreciate its lightweight, 
rounded corners, proper balance. No 
chafing your leg as you walk. 


No Mere Torn Film! 


Your precious film literally “floats” 
through this new “400” projector. 
The RCA “Thread-Easy” design is so 
amazingly effective, even minor er- 
rors in threading will not damage 
your film. With projector running, 


you can open and clean picture gate 
or sound optics . .. without damage 
to film. And you can project the 
same film 50 or 500 or 5,000 times 
. . . without appreciable wear or 
damage to film! 


No More Last-Minute Failures! 


It’s ultra-dependable, built for the 
hard knocks of school and commer- 
cial use. You can easily replace pro- 
jection lamp in 45 seconds, exciter 
lamp in 20 seconds. Rewind 10- 
minute film in 66 seconds, without 
changing belts, pulleys, or reels. It’s 
the only projector powered by a big 


A-C motor, 500% oversize for greater 
sound stability, better sound quality. 
Big motor takes it easy, stays cool, 
lives longer. And it’s quiet. Operat- 
ing noise only 58.5 decibels. Quieter 
than recommended by *SMPTE .. . 
quieter than other projectors by 
actual tests, 


VISUAL PRODUCTS 


RADIO CORPORATION of AMERICA 


ENGINEERING PROOUCTS DEPARTMENT. CAMDEN. N.J. 
in Conada: RCA VICTOR Company Limited, Montreal 
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“tm 12 years old. 


for my teacher.” 


(Thanks to new ‘'Thread-Easy” de- 
hundreds of like 


sign. 
this are now operating the new RCA 
400" projector. It's that simple!) 


FREE 
BROCHURE 


mail coupon 
today! 


Easiest Projector to Use! 


Now .. . thanks to RCA’s new “400” 
Junior projector, you can show 16mm 
movies far more easily than ever be- 
fore! Set up in 2 minutes! Thread film 
in 30 seconds! Pack up in 3 minutes! 
Carry like an overnight bag! New 


run this projector 


New Projector 


RCA “Thread-Easy” design is so sim- 
ple you can let a 12-year-old child 
run the projector. They're top-quality 
movies, too. Both picture and sound 
far exceed recommended standards of 
*SMPTE ... by actual tests! 


Operate It! Convince Yourself! 


If you use 16mm films in your teach- 
ing or selling (and who doesn’'t?), you 
owe it to yourself to find out about 
this revolutionary new easy-to-use 
projector. The new ‘“Thread-Easy’’ de- 
sign is the culmination of 23 years of 


RCA research. Send coupon for dem- 
onstration. Operate it yourself. Large 
sales permit surprisingly low price for 
this top-quality equipment. Backed up 
by RCA. Nation-wide service avail- 
able. So mail coupon TODAY. 


*SMPTE: “Society of Motion Picture 
and Television Engineers,” leading au- 
thority on projector standards. SMPTE 
rec ds “IU! di of projected 
picture less than 3/10 of 1% of picture 
width.” 

In the new RCA “400” projector, hori- 
zontal unsteadiness is 1/10 of 1% (G 


RCA “400” Junior. Handsome blue-green 
hammertone finish. Single case, balanced 
for easy carrying, weighs 3314 Ibs. 7-watt 
amplifier, 8-inch speaker. For medium to 
large classrooms. 


FREE BROCHURE—MAIL COUPON— NOW! 


Visual Products, Dept. 25U 


Name 


Radio Corporation of America, Camden, N. J. 


Please send me, without obligation, full story on new easy- 
to-use RCA "400" 16mm projector that I can set up in 2 
minutes, thread in 30 seconds, pack up in 3 minutes, and 
carry lightly as an overnight bag. 


times as good as SMPTE standards). Ver- 
tical unsteadiness is 1/7 of 1% (2 times 
as good as SMPTE standards). 

Sound quality also better than SMPTE 
standards . . . distortion less than 5%. 


All tested and proved by RCA, fore- 
most pioneer in 16mm sound projectors. 


RCA “400” Senior. Same as “Junior” ex- 
cept: 10-watt amplifier, 10-inch speaker. 
Projector-amplifier weighs 36% Ibs.; 
speaker-accessories, 26 Ibs. For larger 
rooms, auditoriums. 


© Junior Model for classrooms 
Am interened in © Senior Model for auditoriums 


Position 


Add 


Please arrange actual demonstration 


| 


ll 
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Assembly 


the Picturephone 
Makes All This Possible 


* The patented assembly of the Picturephone — the way it is 
i put together, makes it radically different — fundamentally — from 
~ all other sound slide-film machines. 

4 Fourteen years ago it revolutionized the whole sound slide- 
a film equipment industry with this basically different assembly — the 
 F only assembly that is practical and does what a sound slide-film 


machine ought to do. 

This assembly provides even distribution of sound. 

It provides a completely enclosed case, with nothing to muffle 
the sound and no openings to let in dirt or require a zipper bag. 
° It places the projector in the only common sense location for 


as a projector. 

ot It requires no container to ship from meeting t eeti 

4 It plays microgroove records. oe Picturephone weighs 
‘4 It will play any size picture, but it has always had a built-in only 1 3 pounds 
a, \ * shadow-boxed screen for small groups — and now comes television to 


; a educate people to look at small pictures. 


§ ; It provides a compartment to carry and protect an ample 
; y supply of records and films. 


It can be made the lightest in weight — as light as 13 pounds. 

It is the one machine on the market that deserves to be 
called perfectly portable. 

It can be made at the lowest cost. 

It is quickest to set up, quickest to pack up, and in every 
way the most convenient to operate. 

And as for durability — well, as these lines are being written 
the sixth machine we ever built — 14 years ago — has finally come in 
for service. When we build ’em they stay built. 


If you want to be up-to-date in your 
sound slide-film department, write us. 


MANUFACTURED BY 


0. a McCLURE TALKING PICTURES 1115/2 WEST WASHINGTON BOULEVARD, CHICAGO 7 


Telephone CAnal 6-4914 
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THE FOREMOST CUSTOMERS 


IN THE COUNTRY SUyY 


COLUMBIA 


FOR THE ULTIMATE 


IN SLIDE FILM 


TRANSCRIPTION QUALITY 


Write, phone, wire for the details a oat 


COLUMBIA TRANSCRIPTIONS 


A Division of Columbia Records, Inc. @E) 

New York: 799 Seventh Avenue, Circle 5-7300 

Los Angeles: 8723 Alden Drive, BRadshaw 2-541] 

Chicago: Wrigley Building, 410 N. Michigan Avenue, WHitehall 4-6000 


Trode Marks “Columbia,” “Masterworks,” @ Reg. U. S. Pot. Off. Marcas Registrades 
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GIVES YOU 


AUTOMATIC 
POSITIVE CONTROL 


from Camera to Screen 


Top ocraphy is only the 

beginning of a fine motionipicture. The steps 
"between the camera and the screen are equally important 
and make the big difference between mediocrity and 
perfection, For 20 years, the motion picture industry | in Hol- 
lywood and throughout the world has relied on Hoston- 
Fearless processing ¢quipment to produce the finest 
while assuring 


efficiency, speed, ec 
and dependability. 


COLOR FILM DEVELOPERS, Models 19, 20 
and 26 completely and automatically process Ansco 
Color Film to highest professional standards. 35mm and 
lémm models. Handle both camera ond print stock. En- 
tirely self-contained with refrigeration and re-circulating 
systems, air compressor and positive temperature controls. 


DOUBLE HEAD PRINTERS, 35mm and 16mm, 


offer four practical printing procedures: 1. Composite 


print with positive stock and picture negative threaded % 
over one head and sound negative on the other. 2. “4 
Double print makes two positive prints from one nega- 

tive. 3. Single print, using either head independently. @ 


4. Double print using both heads independently with 
two rolls of negotives. Operates in either direction. 60 
or 120 ft. a minute. 8 & W and color. 


s, indicating variations in overall speed and individual layer 
speed and in determining the proper processing techniques to 
control variables of contrasts. 


Write for information on specially-built 
equipment for your specific needs, 


HOUSTON 
FEARLESS 


* DEVELOPING MACHINES + COLOR PRINTERS + FRICTION HEADS 
COLOR DEVELOPERS + DOLLIES TRIPODS PRINTERS CRANES 


«(1801 W. OLYMPIC BLVD LOS ANGELES 64, CALIF. 
“WORLD'S LARGEST MANUFACTURER OF MOTION PICTURE PROCESSING EQUIPMENT” 


A BUSINESS FILM REFERENCE AND RESEARCH LIBRARY AT YOUR SERVICE 

Write today for complete details on the Film Guide _ services have now been improved to meet your needs. 
Library and the Business Film Bookshelf Services | Address: Film Guide Library, Business Screen, 150 
available to subscribers. These economical reference _E. Superior, Chicago 11. Write today—don’t delay! 


14 BUSINESS 


Photo Experts to Discuss 

Visual Aids in Industry 

* Experts from General Mo- 
tors, Ford, North American 


| Aviation, University Micro- 


films, Eastman Kodak and the 
Naval Ordnance Laboratory 
will discuss job-training mo- 
vies and other phases of indus- 
trial photography in Detroit on 
Wednesday, October 10. 

The symposium will be the 
opening feature of the 1951 


| Photographic Society of Amer- 


ica convention, and George T. 
Eaton of Eastman Kodak will 
be the moderator. 

Max Beard of the Naval 
Ordnance Laboratory will out- 
line the use of high speed 
motion pictures in industry, 
while T. H. Miller, Eastman 
Kodak, is scheduled to cover 
the planning and preparation 
of industrial visual aids. 

“Making Pictures Within the 
Plant” is the subject of a talk 
to be given by Walter Farynk 
of General Motors Photo- 
graphic. Another discussion 
leader at the symposium will be 
Fred Basom, University Micro- 
films, who is going to discuss 
microfilming in industry. 

Invitations are being issued 

to all who work with photog- 
raphy in industry. 
Open Public Relations Contest 
* The annual awards contest 
for outstanding achievement in 
the public relations field has 
been opened by the American 
Public Relations Association. 
Many PR films will be con- 
sidered in the competition for 
the traditional “Silver Anvil” 
trophies which have been won 
by some of America’s industrial 
and institutional leaders in pub- 
lic relations accomplishment. 

Entries will be evaluated in 
Washington by a_ nationally 
distinguished group of judges 
under the chairmanship of for- 
mer Congressman Robert Rams- 
peck, now chairman of the U. S. 
Civil Service Commission. 
Princeton Film Center Agency 
* Jack Barlass, executive vice- 
president of The Princeton 
Film Center, Inc., has an- 
nounced the appointment of 
United Advertising Agency, 
Newark and New York City, 
to handle the company’s busi- 
ness publication and direct mail 
advertising. 

The company also announces 
the opening of a New York 
office at 300 Park Ave., oppo- 
site the Waldorf-Astoria. A 
large projection room is includ- 
ed in the suite. 
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Houston-Pearless 
Pex. 
/ 
| COLOR AND DENSITY E TESTER ond Sensi- 
tometer Combination occomp single frame pri t tests with ‘ 
= 15 combinations of lers. Provides a quick, easy and ac- 
curate ermining the proper filter pack to be used 
ting. Valuable in balancing two print stock emul- 
| 
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*Authorize your lab- 
oratory to make up 
your next order on 


> 


ONCE you've tried ANSCO TYPE 238, you'll 
agree it’s the finest duplicating film on the 
market—today. There’s only one way to com- 
pare, that’s try it. Compare it, feature for fea- 
ture, with the duplicating film you’ re now using. 


You'll be convinced—as many others have 
been—with one trial! 
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Ansco Color 


16MM DUPLICATING FILM i 


%*® COMPARE FOR FINER DEFINITION PLUS the advantages of fast processing service 


through New York, Chicago and Hollywood. 
*®& COMPARE FOR FAITHFUL COLOR REPRO- : 


DUCTION eee 


oe COMPARE FOR CLEANER, WHITER WHITES Ansco, Binghamton, New York. A Division 
of General Aniline & Film Corporation. “From 


COMPARE FOR HIGH-FIDELITY SOUND Research to Reality.” 


| 
tm 
| 4 
| 
| 
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EST. 


1914 


A Substitute for Trained 
Manpower... 


There’s no such thing, of course—but unskilled men can 


be trained. 


A good training program, in addition to teaching job skills 
and procedures, must motivate; it must condition employee 
attitudes so that knowledge is not only accepted but put 


into effective practice. 


Our approach to this problem is based on the realization 
that, in the motion picture, we have in our hands the 
strongest emotional medium for the development and 


creation of positive attitudes in training. 


We have built our staff along these lines—to serve you 


most effectively. 


PATHESCOPE PRODUCTIONS 


THE PATHESCOPE COMPANY OF AMERICA, INC. 
580 FIFTH AVENUE, NEW YORK 19, N. Y. 
PLAZA 7-5200 


PRODUCERS OF + MOTION PICTURES + FILM STRIPS + TELEVISION 
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in Pursuit 


| of 
PERFECTION 


ROCKEFELLER CENTER * NEWYORK 


Mr, Kern Moyse 
Peerless Film Processing Corporation 
2 165 West 46th Street 
New York 19, N. Y. 
\ Dear Sir: 
7 You may be interested to know of our experience with the Music 


Hall prints of a recent release of RKO-Radio Pictures which 
were processed with Peerless Film Treatment, We used only two 
prints in the three-weeks run, alternating them for our con=- . 
venience, and they were returned to the company in as good con= 

dition as when received, We did not need two additional prints 3 
that the company offered us, . 


I have realized for mauy years the value of Peerless treatment 

in eliminating the problems of green film, which take on spe- 

cial importance at the Music Hall because of the strong projec- 
tor light required for the long throw to the screen. The treat- : 
ment appears to season and toughen the film and to give added 
lubrication, all of which make for steady, easy projection and 
resistance to scratches, On our large screen, scratches show 

up conspicuously and are very objectionable, Peerless treatment 

saves the film from scratching by rewinding as well as in projec- 
tion, In conclusion, I may say that, in my experience, Peerless- 
treated film has been good for a long run at the Music Hall, 


Very truly yours, 
RADIO CITY MUSIC HALL CORPORATION 


BYs 


Chief Projectionist 


*~a 
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| Film on Fire Prevention Available sas to the finished product in Wor- 


a | For Showings to Civic Groups cester—grinding wheels. Other Nor- 
ie. | * A one-minute motion picture or '©" products are also covered in the “I 
>» | picture. 


“trailer” on fire prevention has been Th Gini ‘lable P | 
| produced by the National Board of ‘ 
The oldest and _ | Fire Underwriters for showings in loan basis from the Norton Com- 
: af | motion picture theaters or at public = P@"Y- Worcester 6, Mass. Copies 
most ex erienced ud | meetings during Fire Prevention may also be purchased. 
if" | Week, October 7-13. Audio Productions’ Volume Shows 
Fal | Fire departments, local fire safety Heavy Business Film Activity 
1 6m mM fi lm la borat ory . _ committees, insurance boards, cham- * Aupio PRropUCTIONS is now com- 
: ber ‘of commerce associations. pleting its 17th film for the Ameri 
find th can Telephone and Telegraph Com- 
groupe will fin © pany. Among thirteen other films 
- t thy ic 
toons, the film dramatizes the need 
(10), 7 
a ten-second space or end title for 
the name of the sponsoring organ- writers (4). the American Cancer 
ization and fire chief. Prints may Society (4), the Cast Iron Pipe Re- 


be ordered from Filmack Corpora- .arch Association (3 
tion, 1327 S. Wabash Avenue, Chi- ) 


cago 5, Illinois. Inc. (3) 


Annual Audio Fair Will Open RCA Vi > 

At Hotel New Yorker November 

* An estimated 15,000 engineers, * RCA Victor Drvision has pur- 

students and audio enthusiasts are chased Muzak Corporation’s re- 

expected to visit the Audio Fair cording and studio equipment in 

to be held at the Hotel New Yorker New York. Many of Muzak’s for- 

November 1-3. 
The three-quarter billion dollar 

audio industry will exhibit its sound 


mer employees are now with RCA 
Victor and the division is taking 
over Muzak’s lease on the latter's 


recording and reproducing equip- studios on 46th Street. 

oe 44 . ment used by schools, hospitals, The new facilities will enable 
ee YEARS AGO (ong before Valentino), places of public assembly, vere RCA Victor to fill orders for verti- 
4 ; ° ° trials, private homes, military an 1 as well as lateral “aay 
. g Colleges and universities are find- Although Muzak has now aban- 


§ Of all the existing film laboratories, only Hollywood Film ing sound reproduction an impor- — doned studio and outside pressing 


tant tool for education, and many for commercial customers, the Cor- 
can point to a history of outstanding leadership since 1907! be 
sduction facili such institutions have creaied audio- oration is expanding wired music 
In that time, we've developed the finest production facili- visual departments to facilitate the operation veteln prewing 
ties, plus a “know-how” that assures you highest quality | use of these new techniques. Medical plant in Elizabethtown, Kentucky. 
; : 4 prints at reasonable prices. Our modern electronic con- men and industrials are using high Air c 
i Vai trols eliminate notching, make splicing invisible, provide quality audio equipment in such saga = 
4 | studies as the psychological and = A $500,000 contract to produce 
rilliant sharp and guarantee pertec fatigue effects of specific noises. type-22 cameras, designed to meet 
nn color and density prints. Try us and see. You will be de- new ee iiaies Sle specifications for a radar image re- 
; lighted with the results. Send us your NEXT laboratory job. Produced by Norton Company cording camera for bombers, has 
been awarded to J. A. Maurer, INc., 
) Immediate service and prompt delivery of any A new Norton Company color by the HQ-Air Material Command 
quantity. Lowest prices consistent with fine quality. motion picture on abrasives and a the Wright Beenie Dayton, Ohio. 
Quotations gladly given. Write for free lab price list. grinding wheel manufacture titled 


President John A. } designed 
| Grits That Grind is now ready for vesident Jobe Maurer designe 


the camera to be ll d lighter 
COMPLETE 16MM LAB SERVICE | industrial showings. than other Veen to Se 
This 30 minute, 16mm film shows functioning, on specifications from 


@ Negative Developing @ Release Prints in Color 2 
@ Reversal Processing or Black-and-white by step the Photographic Reconnaissance 
‘ @ Reduction Printing @ Edge Numbering re. Laboratory of the Air-Research and 
© Contact Printing @ Free Projection Service - - - - - Development Command. 3 
@ Kodachrome Reproductions @ Free Storage Vauits t 
@ Free Editing Rooms @ Shipping ond Receiving Service | | SLIDEFILM WRITER-DIRECTOR | 
AVAILABLE HOT SPLICERS! 
Safety, sales training, and factory em- S a 
x | ployee indoctrination sound slide- Griswold Hot Splicers 
4 FINEST =} | films. My safety films received “Best” | $65.00 
LaB WORK | awards from the National Committee “ 


SINCE on Films for Safety for the last four Your Griswold Splicers, Models R2 


‘eo HOLLYWOOD FILM ENTERPRISES, Inc, Octobe 


15. Write: Box 9A, Business Screen, Camera Equipment Company 
6060 SUNSET BLVD. + HOLLYWOOD 28, CALIF. | 150 E. Superior St. Chieago 11, TI. 1600 Broadway, N. Y. 19, N. Y. 
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==", make sure your slide film 


SOUNDS like a million! 


Give it the benefit of RCA VICTOR engineering! 


First-rate visual presentation must have the support of true-to-life 
ear-appeal to do its job most effectively. That's why America's 
major slide film producers rely on RCA Victor for a thoroughly 
engineered record. RCA Victor's 50 years of experience and 
advanced electronic techniques assure you unbeatable service in... 


RECORDING PROCESSING PRESSING 


@ The most modern sound-reproducing equipment and facilities . . . latest 
developments in automatic frame-progression recording. 

@ Engineers who specialize in slide film recordings assure the best presentation 
of your slide film story. 

@ Pure Vinyl-Plastic records — both standard and microgroove — packaged 
in special slide film shipping cartons when desired. 


@ An extensive music library service. 


Contact an RCA Victor Custom Record 
Sales Studio, Dept. 9E 


NEW YORK: 630 Fifth Ave. 
New York 20, New York Cus om 
JUdson 2-5011 
CHICAGO: 445 North Lake Shore Drive — 
Chicago | |, Illinois RCA Victor Division 
recor 
HOLLYWOOD: 1016 North Sycamore Avenue 


@ Careful handling and prompt delivery. 


Radio Corporation of America 


Hollywood 38, California 
Hillside 5171 


Write for our Custom Record Brochure today! sales 


NUMBER 6 + VOLUME 12 * 1951 


Tis 
| ES 0 
om 
= 
| 
“wis MasTER’s ay 


KN OW- OW and = 


make it possible for 


SLIDE FILMS 
TV SHORTS 
COMMERCIALS 


20 BUSINESS SCREEN MAGAZINE 


CTURES 
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Ay 
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a 165 WEST 46TH STREET — NEW YORK 19... PHONE PLAZA 7 | 


ing lecture... 


color pictures prove 


your point... the 


KODASLIDE 
PROJECTOR, 


MASTER MODEL, 


Here’s the way to put the full power of color to work for 
you. When you show your color transparencies on the 
Kodaslide Projector, Master Model, they fairly spring to 
life with an impact and vivid realism that prove your 
point. In office, lecture hall, or even in a large audito- 
rium, the superb optical system of this remarkable 
instrument can provicle more light on the screen than 
any other 2 x 2:inch slide projector. Eve in a light- 
ed room, your color slides take on a new brilliance. 
Your sales, training, or demonstration story is told with 
a conviction that brings results . . . keeps you in control 
of your audience at all times. 


Carries your entire line in 
one lightweight package... 


the KODASLIDE TABLE VIEWER, 
MODEL A 


For individual or small-group viewing on a desk in 
fully lighted offices—the Kodaslide Table Viewer 
shows your 2 x 2-inch color slides smoothly, quickly. 
Slides are changed by pushing the plunger; no need 
for individual fumbling and feeding. This complete 
projector, screen, and changer in one pact unit 
sells for $97.50. Accessory carrying case is $27.50. 
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gives to your transparencies 


a Ba) 


With a choice of four fast lenses and lamps up to 1000 
watts, the Kodaslide Projector, Master Model, meets 
every projection requirement. To protect your valuable 
transparencies, a fan forces cool air to the lamp, to the 
condensing system, and to both sides of the slide. A 
handsomely covered carrying case, holding the pro- 
jector, tvo lenses, spare lamp, slide carrier, aad cord is 
availableyas an accessory. For further information or a 
demonstration of the Kodaslide Projector, Master Mod- 
el, see your Kodak dealer. Prices ranging from $169 to 
$246, depending on choice of lens. Eastman Kodak 
Company, Rochester 4, N. Y. 


Prices ere to change without 
notice. Consult your dealer. 


PHOTOGRAPHY... 


sales presentation...or 
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For Instant Movability 


and Advanced Design 


“HYDROLLY” 


(TV or Camera Dolly) 


Hydraulic lift type for fast up- 
ward and downward motion 
of TV and Motion Picture 
cameras. Lightweight—sturdy 
~—easily transported in a sta- 
tion wagon. Fits through a 
28" door. Adjustable leveling 
head. In-line wheels for track 
use. Steering wheel and floor 
locks. 


16mm or 35mm 

IMMEDIATE DELIVERY 
Any combination of sprockets assembled 
to your specifications. Sturdy cast alumi- 
num construction. Foot linear type, with 
frame divisions engraved on sprockets. 
Contact rollers adjusted individually for 
positive film contact. Fast fingertip roller 
release, sprocket shaft slip lock, complete 
with footage counter. 


VARIABLE SPEED MOTOR with TACHOMETER 
for Cine Special Camera and Maurer Camera 


115 V. Universal Motor—AC-DC 
Variable Speed 8-64 Frames 
Separate Base for Cine Special 
Adapter for Maurer Camera 


INTERCHANGEABLE MOTORS: 


12 Volt DC Variable Speed 8-64 Frames. 
115 Volt AC 60 Cycle, Synchronous Motor, 


Single Phase 


Animation Motors for Cine Special, Maurer, B & 
H, Mitchell Cameras, Motors for Bolex and Filmo 


Cameras, and Time Lapse Equipment. 


e LENS COATING 
e“T" STOP CALIBRATION 


e@ DESIGNING and MANUFACTURING 


of lens mountings and camera equipment 


for 16mm and 35mm cameras. 


BAUSCH & LOMB “BALTAR" 
LENSES and others for Motion Picture and 


TV Cameras. 


@ RENTALS — SALES — REPAIRS: 
Mitchell, Eyemo, Bell & Howell, Wall, Cine 


Special Cameras. 


Write for full information and prices 


NATIONAL CINE EQUIPMENT, Inc. 


20 WEST 22nd STREET 


NEW YORK 10, N. Y. 


Army Film on Safety Receives 
National Award from Committee 
* The National Committee on Films 
for Safety has awarded the Army 
a special citation for developing the 
safety film, Once Too Often. John 
McGill of the Automotive Safety 
Foundation presented the award on 
behalf of the committee to Lt. Gen. 
Anthony C. McAuliffe, Army As- 
sistant Chief of Staff, G-1, Person- 
nel, 

After accepting the award for the 
Army, General McAuliffe presented 
it to Maj. Gen. George I. Back, 
Chief Signal Officer of the Army, 
whose staff produced the film. 

Once Too Often was accorded 


| highest honors in the general safety 


field for non-theatrical films pro- 
duced or released in 1950. 


Utica Drop Forge Sound Films 
Show How Pliers Are Made 

* The new 16mm sound motion pic- 
tures, Add Power to Your Hands, 
and Pliers, Their Care and Use, have 
been released by the Utica Drop 
Forge and Tool Corporation ac- 


| cording to Henry J. Zellweger, com- 


pany advertising manager. Distribu- 


| tion to schools, colleges, industry, 


business and farm groups through- 
out the nation is already under way. 

Add Power to Your Hands shows 
the step-by-step manufacture of a 


| pair of lineman’s drop forged pliers 


including scenes of white hot steel 
ingots being formed and rolled in- 
side a steel mill. In addition to the 
drop forging process, all other 
phases of pliers manufacture are 
also illustrated. 

The second film demonstrates the 
many uses of pliers in the home, in 
industry and on the farm. Many 
unusual applications of the more 
than 100 different kinds of pliers 
made by Utica Drop Forge are fea- 
tured in the motion picture. 

Both films are available to any 


| group at no charge through John C. 


Davies & Associates, Inc., Utica. 
New York. 


Materials Handling Motion Picture 
Offered by Yale & Towne Company 


* A new sound motion picture, Top 
———— produced by the Yale 


& Towne Manufacturing Company 
deals with the application of indus- 
trial trucks and hoists to various 
materials handling problems. Use 
of a circus motif in the filming gives 
added interest and shows how mod- 
ern materials handling is used to 
save dollars, physical exertion of 
employees, time and floor space in 
all branches of industry and busi- 
ness. 

Running time is 22 minutes. For 
booking information write to Yale 
& Towne Manufacturing Company, 
11000 Roosevelt Blvd., Philadelphia 
15, Pa. 


New Film on Disaster Control 
Prepared by McGraw-Hill Company 
* A new 16mm sound motion pic- 
ture in the field of civilian defense 
is Disaster Control, recently re- 
leased by the film department of 
McGraw-Hill. The picture outlines 
a disaster control program which 
can be adapted to the individual 
needs of any plant operation. 

It stresses self-help — important 
when outside agencies will be over- 
whelmed with calls for assistance, 
and recommends a careful study of 
personnel resources. Disaster Con- 
trol offers pointers on procedures 
to be followed to combat shock 
wave, heat flash and nuclear radia- 
tion. 

All the techniques illustrated in 
the film are aimed at securing one 
result above all others: the restora- 
tion of vital production flow to as 
close to normal level as possible. 

The film has been made to sell 
for approximately $100 and further 
information may be obtained from 
the McGraw-Hill Book Company, 
Text-Film Department, 330 West 
42nd Street, New York 18, New 
York. 


M. K. Sweetman Joins Transfilm 

to Cover New England Territory 
Merritt K. SwEETMAN, formerly 
of Jam Handy and Caravel Films, 
and his own firm, Sweetman Pro- 
ductions, has joined TRANSFILM, 
Inc. 

Mr. Sweetman will cover the New 
England territory for Transfilm, 
with headquarters in the Bridgeport 
area. 


Crestwood Tape. 
Recorders 


| Demonstrators at approximate- 
ly 60% off regular retail. Good | 

condition. 

$80 each 
GAMBLE-SKOGMO, Inc. 

15 North 8th St. 
Minneapolis 3, Minnesota 
| Att: H. J. Frommelt 


You can buy titles for less than 
KNIGHT QUALITY sells for, but 
you cannot get greater value at 
any price. That's why our titles 
cost less in the long run. 

THE KNIGHT STUDIO 


341 E. Ohio Street, Chicago 11, Illinois 
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H. H. KYNETT, PRESIDENT AND CHAIRMAN OF THE BOARD 
JOHN H. PLATT, secactany 
E. ROSS GAMBLE. 


BUREAU OF CIRCULATIONS 


A Cooperative Association of Advertisers, Advertising Agencies and Publishers for the Verification 
of Circulation of Newspaper and Periodical Members in the United States and Canada 


123 NORTH WACKER DRIVE 


Chicago 6, Illinois 


CENTRAL 6-7994 


NEW YORK OFFICE 
330 W. ST. 
yore ts 
LONGACRE 3.2322 


BOARD OF DIRECTORS 
PRESIDENT AND CHAIRMAN OF THE BOARD 
4. KYNETT 
AITKIN-KYNETT CO., PHILADELPHIA, PENNA. 


September 17, 1951 


wie Modern Talking Picture Service, Inc, 
SRD VICE-CHAIRMAN 14,0 East Ontario Street 


SECRETARY 
JOHN H. PLATT 


KRAFT FOODS COMPANY, CHICAGO, HL. Atts Mw. Richard Hough 


TREASURER 
ROSS GAMBLE 


LEO BURNETT COMPANY, INC., CHICAGO, HLL. Gentlemen : 
BENJAMIN ALLEN 
CURTIS PUBLISHING CO. 


LISLE BAKER, JR. Please extend the national distribution of the 


LOUVISVILLE COURIER JOURNAL AND Times 


Lourswiue, av. film, "NOW WE KNOW", to include advertising, journalism 
see rr and marketing classes in high schools, We have ordered 
additional prints to meet this increased demand, 


BAKELITE COMPANY, DIVISION OF UNION "NOW WE KNOW tells the story of how AcBeCe was organized 
and how it functions as a bureau of standards in the adverti- 
sing and publishing industry by providing a standardized and 
Sng pn accepted yardstick for measuring ami verifying paid circu- 
Se ea ; lations, We consider it important for all students to know 
ee. one a about A.B.C. as an essential factor in the development of 
COTES seus, wns American advertising. You will, of course, continue distri- 
fo an on bution of the film to advertising and sales departments, 
agencies, publishers, ad clubs, colleges, media and business 


HOME, NEW YORK, m. groups. 


RUSSELL Z. ELLER 
CALIFORNIA FRUIT GROWERS EXCHANGE 


Los ANGELES, CALIF. It has been a pleasure to have Modern distribute "NOW WE 
KNOW" for the past two and a half years and receive your 
ae eueahstsis monthly reports of certified attendance. Keep up the good 


SENTINEL, CENTRALIA, ILL. 
WILLIAM F. LUCEY 
EAGLE AND TRIBUNE, LAWRENCE, MASS. 


GENERAL MOTORS CORP. Sincerel 


HARLAN 6. PALMER 
CITIZER- NEWS, HOLLYWOOD, CALIF. 
4. RIMMER 
CAMADIAN GENERAL ELECTRIC CO., LTD. 
TORONTO, ONT 
LAWRENCE 8. SIZER 
MARSHALL FIELD @ COMPANY, CHICAGO, TLL. 
CHARLES E. SWEET 
CAPPER PUBLICATIONS, INC., TOPEKA, KANSAS 
LESLIE A. WATT 
POULTRY TRISUNE, MOUNT MORRIS, 


JAMES N. SHRYOCK 


EXECUTIVE VICE-PRESIDENT 
AND MANAGING DIRECTOR 


ASST. MANAGING DIRECTORS 
WM, ¥. HOFFMANN 


Thirty-Seventh A. B.C. Annual Meeting, Chicago, October 25-26, 1951 


| 
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Carl Gazley:ihp 

“NOW WE KNOW” 

: 

Modern'’s 


a letter to 
the man 


who demands «a 


Pictire 
ata sensible price 


THE PRINCETON FILM CENTER 
PRINCETON, NEW JERSEY 


September 29, 1951 


Dear Sir: 


Business men will agree that buying on price 
has its pitfalls. But buying on price when you get top 
quality is business sagacity. 


Every advertiser, it seems, claims quality for 
his product. But what better evidence of quality motion 
picture production can you find than the roster of clients 
served by The Princeton Film Center? Included in it are 
some of the leading business firms in America- and they're 
firms renowned for demanding the best. 


To name a few:=- Ford Motor Company, McDonnell 

Aircraft Corp., Creole Petroleum Corp., Grumman Aircraft 
& Engineering Corp., Fairchild Airplane & Engine Corpe, 
Yale & Towne Manufacturing Corp.e, Firestone Tire & Rubber 2 
Co., Bethlehem Steel Corp., Electric Boat Co., Walt Disney ag 
Productions, Better Homes & Gardens magazine, Pepsi-Cola 
Coe, United States Navy, Johnson & Johnson, Anaconda Wire 
& Cable Co., Boeing Airplane Co., Pan American World Air- 
ways, Bell Aircraft Corp., Packard Motor Car Cos, Re He 
Macy & Company, General Motors, Hyatt Bearings Division. 


Now in its llth year, The Princeton Film Center 
maintains a staff of topnotch technicians - and the end y 
result product is second to none. 

Located 55 minutes from New York City, with a 
resulting economy of operation, we have demonstrated to 
our clients again and again that our organization delivers 
more motion picture value per dollar than any other qual- 
ity producer. 


May we send you our illustrated brochure? 
Sincerely, 


— 


Gordon Knox 
President 
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For months, plans have been in process for 
the big day. And, in those plans, progressive 
educators have included the Revere Recorder 
—the modern teaching aid no school should 
be without. In every class from kindergarten to col- 
lege, Revere increases efficiency, saves time, and makes 
work more enjoyable. Students learn more thoroughly 
when they hear recordings of their voices, correct mis- 
takes, and watch their progress by comparing earlier 
and later efforts. 


Sensational New Revere DeLuxe 
LONG PLAY Tape Recorder 


Miracle of Electronic Achievement 


At Last! Developed after years of electronic research, 
this sensational LONG PLAY recorder embodies out- 
standing features found in no other recorder. Note 
these advantages: 


ULTRA-LIGHTWEIGHT — The lightest-weight and most 
portable of any automatic long-play recorder. 
EXCEPTIONAL FIDELITY—Superb tonal quality has won 
praise of leading musicians and critics. 
EXTRA-ECONOMICAL — Records two full hours of voice or 
music on 5-inch reel—using only one-half the ordinary 
amount of tape. 

Add to thése, al’ the regular Revere features and you 
have a recorder that fulfills the exacting demands of 
schools everywhere. Decide now upon a better school 
year ahead with Revere! See this remarkable recorder 
at your dealer’s, or write direct for complete information. 


Revere TAPE RECORDER 


World’s Largest Selling Tape Recorder 


f 
6 { 


MODEL T-500—DeLuxe, 2-hour play. Complete with mi- 
crophone, radio attachment cord, 2 reels (one with tape), 
and carrying case. $179.50 
MODEL TR-600—Deluxe, with built-in radio. $219.50 


FAITHFUL REPRODUCTION OF SOUND 
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MODEL T-100—Standard, | hour play. Complete with microphone, radio 
attachment cord, 2 reels (one with tape), and carrying case. $169.50 
MODEL TR-200—Standard, with built-in radio 


REVERE CAMERA COMPANY ¢ CHICAGO 16 
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NEW MURR wie 
‘THHELL wing the short-cuts in mak- 
shells. 


OF METAL BELLOWS” 30 mins. 
¢ story of a little known but vital part of many 
products, from 1 Ag 
work and how they 


25 mins. 


“PHONEVISION” 
The economic problems of television today and the 
possible solution through Phonevision. 
ANOXI4» 
her, respira; 
Physicians. 


20 mins. 
pplica- 


LAMP”... 
_ tube and its many 


for water supply systems 


25 mins. 

D’ 

FOOF explaining the 
for physician’ “bod 

Complex in the 


animate 
pr overmen 


RO ynpicaTor 30 mins. 
THE A YN COMPASS” and commerci® 
“THE GYROSYM for Army: 
F I | M ~ 
| | 
ALAD t. es and the mins. 
i “ MODERN he - - Unique 
STALLING os and other ot = h about, it the fue} ERYBopy. 
Accepted methods \ uses and 10 
public utilities: lew of us 
gpRODUS 30 mins. 4 
recording aw cai h ITED s : 
‘Prod og STATES yy, 
oe vo 4 : Mtries, 
| ABOUT AUDIO” 
A socket? ABs PR OD Cc T 
AVENUE * FILM cE PICTURES 


BUSINESS SCREEN REPORTS ON PRODUCTION TRENDS 


Industry Expands Film Budgets 


KEY EXECUTIVES CHARGED W ITH PERMANENT PROGRAMS 


CONOMIC SOUNDINGS taken by our edi- 
E torial bureaus in the advertising and film 

centers of New York, Chicago and Los 
Angeles confirm the existence of a fair-sized 
boom in sponsored and t.v. film production as 
the new fall business season got under way last 
month. 

Established factual film producers were being 
counted on to contribute a sizeable number of 
defense training subjects for various branches 
of the armed forces. The defense program’s 
steadily expanding volume was also creating a 
need for visualized training materials to accom- 
pany the many types of new engines, vehicles, 
and other apparatus now going to the military. 
It was also causing displacements in civilian 
goods production with shortages in some lines 
and over-supply in others. Continued consumer 
buying resistance was further indicating a need 
for better trained retail sales personnel. 


Pictures in the National Interest 


Current sponsored film production was espe- 
cially noteworthy for three factors: 

(1) The number of new pictures in clearly 
important areas of national policy, human re- 
lations, and personnel training. 

(2) The really widespread application of 
such films in terms of large print inventories 
and well-planned national campaigns covering 
the entire country in many instances. 

(3) The high standard of production quality 
evident in nearly every new film of national im- 
portance. Content structure as well as technical 
excellence combine to make the new films more 
useful and more interesting. 

Behind all this activity lies the fundamental 
interest of the sponsor in the film medium as a 
permanent part of his industrial and public re- 
lations or training programs. Key executives 
charged with development of continuing film 
programs were growing in numbers throughout 
U. S. industry. The investment of these firms 
in the film medium was running in many mil- 
lions of dollars in current production and print 
inventory as well as audio-visual equipment of 
all kinds. Industry’s concept included the full 
range of these tools from chalkboard to the 
lighted screen. 


Audience Growth Motivates Research 


But the most challenging new area of indus- 
try’s film thinking was going on in the area of 
audience results and reaction. Faced with the 
enormous potential of literally millions of view- 
ers now available through the combined outlets 
of television, theatrical showings, and the more 
than 200,000 estimated 16mm _ self-equipped 
audiences in the field, the national film spon- 
sor’s minimum print budget was likely to exceed 
300 prints from the outset and might quickly 
scale the 1,000 print heights established by a 
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growing number of good films now in circula- 
tion. 

With the average sponsored film holding its 
audience for a minimum of 20-minutes of unin- 
terrupted screening time, its cost factor on a per- 
son-per-minute basis was making the most estab- 
lished printed media look to their laurels. One 
sponsor with a 27-minute film has “cost-per- 
person” down to less than 2c a head, including 
original production and print costs. A Starch 
measurement of a color spread in LIFE, for 
example might easily show as much as 10c per 
head for far less than a minute’s viewing time. 
These were, of course, isolated cases but a 
growing trend toward audience and distribution 
research was most certainly on the horizon this 
fall. 

Members of such embryo professional 
groups as the Industrial Audio-Visual Associa- 
tion were also expressing high optimism for the 
future of the medium. An examp!e of this grow- 
ing professional exchange is reflected in a recent 
regional meeting of that group held last month 
in Minneapolis. 


Industrial Audio-Visual Association 
Holds Twin Cities’ Clinic Session 


* A full day’s program of highly practical 
events marked the first IAVA-sponsored clinic 
held on September 11 at the Hotel Nicollet in 
Minneapolis. Tom Hope, head of the General 
Mills’ film department, was chairman of the 
meeting. 

Among the speakers presented to the more 
than twenty companies represented were Fred 
McMullen, Hardware Insurance Co.; Walter 
Burton of the sales promotion department, Min- 

, neapolis-Honeywell; Miss Loretta McClernan of 
General Mills’ Public Services department; and 
Bon Grussing, advertising manager of Minne- 
apolis Moline. A demonstration of the new 
“Classroom” projection screen was given by 
Herschel Feldman of Radiant Manufacturing 
Corporation of Chicago. O. H. Coelln, Jr., editor 
of Business Screen, was IAVA’s national dele- 
gate to the Twin Cities’ forum. 

This event typifies the growing trend toward 
regular participation in every form of audio- 
visual activity by both regional and national 
concerns. Their participation is definitely not 
limited to 16mm sound films but embraces 
opaque and overhead projection, tape and 
dise recording, sound and silent  slidefilms, 
motion slidefilms, display projection for ex- 
hibits and dealer use, flannel board, television 
commercials, “minute movies” and other forms 
of screen advertising in theatres, training man- 
uals, engineering and motion study analysis. 
Also maintained by these departments were fa- 
( CONTINUED ON THE FOLLOWING PAGE ) 


Star or Swirt’s “Bic Ipea” and hit of the recent 
Independent Grocers Alliance Silver Jubilee con- 
vention in New York last month was Veronika 
Pataky shown above receiving armful of roses 
from J. Frank Grimes, IGA president, following 
her dramatic appearance and subsequent Voice 
of America broadcast to Soviet Europe. 


Generat MILLs’ economic education program 
was described at Twin Cities’ clinic by Lor- 
etta McClernan shown above at the spon- 
sors’ gathering (see column 2). 


MINNEAPOLIS-HONEYWELL’S overhead projec- 
tion program was described by Walter Bur- 
ton (standing) and Harold Daffer at Twin 
Cities’ 1AVA function. 


IAVA ProcramMers (1 to r) at Twin Cities were 
A. T. Morrison (M & O Paper); Walter Burton: 
O. H. Coelln (Business Screen); Fred McMullen 
(Hardware Mutual) and Tom Hope, chairman. 
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The view above shows one end of Swift & Company’s projection booth. 


A Model for Business 


NEWLY-INSTALLED audio unit, which co- 

ordinates all the functions of control room 
and studio facilities, is a feature of model Swift 
& Company audio-visual center in Chicago. 
Shown in the picture above is the console (lower 
center) which includes a Presto Tape Recorder, 
with a special synchronous recording head, in- 
suring perfect synchronization when making an 
optical sound track from a tape original. Next 


to the tape recorder is the dual turntable unit, 
equipped with two new Rek-O-Cut “continuously 
variable speed” turntables, having speeds of from 
24 to 100 rpm. Background music and sound 
effect records for motion pictures and slidefilms 
are played on these. 

The mixing console on the right above inte- 
grates all units through one set of controls. 
Above the console, the slidefilm board contains 
file prints of all company sound slidefilms and 
filmstrips. Records for these programs, tran- 
scriptions, ete., are stored in special albums. 


Industry Expands: 


( CONTINUED FROM THE PRECEDING PAGE ) 
cilities such as projection equipment, tape record- 
ers, miniature cameras, and other production 
tools for use in the field and factory. 

Field representatives of such concerns as 
Standard Oil of Indiana are being trained in 
special headquarters’ schools to use these mod- 
ern tools properly. Professional groups, such 
as the Industrial Audio-Visual Association, have 
made a real contribution to better utilization 
of communication media within business. 

Shown below is a typical example of business’ 
use of 16mm projection. The new Illinois Cen- 
tral color motion picture The Song of Mid- 
America is now being shown to large community 
and employee groups along the company’s right 
of way, At the Manchester, Iowa showing last 
month, more than 1,200 persons saw the film 
via a “JAN” model DeVry projector which 
handled a 175-foot throw with ease. Thousands 
of similar showings, little and big, are being 
held each month as business sponsors an in- 
creasing number of quality films. g 


ILLinois CENTRAL PROJECTION setup utilizing 
the DeVry “JAN” Super 16mm sound projector 
for showing to over 1,200 on a 175-foot throw 
at Manchester, lowa last month. Shown above 
are J. T. Hawkinson (left) of the IC with K. 
Spelletich (center) and E.-R. Peterson of DeVry. 


Genera Mitts’ :DEPARTMENT staged a company-wide audio-visual 
demonstration at the home office building this past summer. Shown be- 
low are some of many audio and visual devices used by General Mills 
including the Shopper Stopper, tape and disc recorders and playbacks, 


chalkboards, and flannel boards. 
F ‘ \ , , 


i 
Practica, DemonsTRATIONS OF A-V were a special feature 
of the General Mills’ audio-visual demonstration. Shown below are 16mm 
sound projectors, filmstrip, opaque and display machines used in the com- 
pany’s office, plant and field operations. Company executives attended 
the special one-day program. 
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ETTER COLOR FILM processes, offering 
greater perfection and more constant qual- 
ity control from the camera through 

finished prints, are reflected in the current crop 
of color motion pictures and slidefilms—which 
also owe much of their screen quality to the 
technical skill of the producers responsible for 
them and to the continuous research being con- 
ducted in the Ansco and Kodax research labora- 
tories. Further developments in color processes 
are still ahead but real progress has been made. 

Color isn’t always essential and its cost is 
often prohibitive when subject matter doesn’t 
require its use but in the following three pages, 
processes and products as well as major story 
themes illustrate the natural role of color in this 
film medium. Paint and photo-engraving, re- 
gional geography, medical therapy, wearing 
apparel and home furnishings—these are typical 
color subjects in which the medium comes into 
its own this month: 


Moore Paint Company Picture 
A Natural Subject for Color Film 


Sponsor: Benjamin Moore & Company. 
Title: Paint Is Our Business, 15 min., color. 
produced by Campus Film Productions. 
* Benjamin Moore paint has long maintained 
an especially strong position among painters and 
contractors. The company backs up the profes- 
sional painters in its advertisements and sales 
promotion. This support has constantly paid off. 
Part of the kit of Benjamin Moore’s 150 man 
sales force is a film, Paint 1s Our Business, that 
explains some of the 75 year old company’s 
philosophy and shows a pretty complete story 
of how paint is made, especially in the controls 
used to maintain quality and consistency. 
The film is being shown principally to groups 
of painting contractors and decorators, as well 
as to retail paint dealers. R 


TECHNICAL PROCESSES in paint making are 
colorfully depicted by Moore. 
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COMES INTO ITS OWN 


PRODUCTS AND PROCESSES SHOW ESSENTIAL ROLE IN FILMS 


“The Picture’s the Thing” Shows 
Technical Skill of Color Engraver 


Sponsor: Collins, Miller & Hutchings, Inc. 
Title: The Picture’s the Thing, 20 min., color, 
produced by Raphael G. Wolff Studios. 

* The graphic arts has vast and almost un- 
realized potentialities in the promotional and 
educational use of the 16mm motion picture 
medium. A few leading firms, notably Interna- 
tional Printing Ink, International Paper, Har- 
ris-‘Seybold, and Miehle, have provided such 
pictures to the large and important available 
audiences of the advertising profession and the 
printing crafts but a visual-minded midwest 
photo-engraver with a national reputation has 
set an example for them all. 

The Picture’s the Thing, sponsored by Collins, 
Miller & Hutchings, Inc. of Chicago, tells the 
story of one of the few critical handicrafts left 
in this mechanized world. It shows the creation 
of pictures for advertising from the time they 
are paintings and color photographs through 
the various processes which bring them to the 
printed page. 


Hold World Premiere on October 25 

Members and guests of the Chicago Federated 
Advertising Club will see the Collins’ picture 
at a world premiere showing on Thursday, Oc- 
tober 25 in the Terrace Room of the Morrison 
Hotel in that city. 

Premiere guests will see every phase of the 
average three weeks of step-by-step production 
required to make a set of four-color plates, tele- 
scoped into 20-minutes of fascinating detail. 


Every Stage of Engraving Depicted 

Through animation and location photography 
in color, The Picture’s the Thing shows plate 
preparation from the camera to imprinting of 
the image on copper plates, etching, finishing 
and color proofing. 

The unbelievably fine work performed by 
craftsmen using a host of fine tools and magni- 
fying glasses in the finishing stages results in 
the multitude of fine dots arranged to pick up 
printer’s ink in the press—producing the beauti- 
ful color illustrations so common in periodicals 
today. 

Technical animation plays an important role 
in helping explain the processes involved and 
this Wolff-produced subject is no exception to 
the high level of quality attained by the producer 
in similar films. Color’s indispensability was 
never more evident than in such a natural sub- 
ject as this one. It seems to us that schools and 
colleges would be immensely benefited by per- 
manent ownership of prints at some early date. 

This film is a tribute to the engraver’s skill, 
so low-key that its actual selling aspect for the 
sponsor is negligible—and therefore twice as 
effective. It is also a tribute without words to 
the technical skill of the modern business film 
producer, 


Process Quaity begins at the color camera in 
this Collins Miller scene. 


SKILLFUL STRIPPING of a four-color ad shown 
in “The Picture’s the Thing.” 


Dert FinisHers bring up every significant color 
detail; eliminate blemishes. 


CoLor PRooFING reveals the final quality of the 


process plates ready for press. 
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A graphic, colorful new GE motion picture presents solutions to this national problem. 


America’s Water Crisis 


GE'S “PIPELINE TO THE CLOUDS” 


Sponsor: General Electric Company. 

Title: Pipeline to the Clouds, 25 min., color, 
produced by the Raphael G. Wolff Studios 
with the technical assistance of the American 
Water Works Association and the United 
States Public Health Service. 


* Water, water everywhere, but in many cities 
“waterless Tuesdays” are becoming more and 
more a common occurrence, Strange as it seems, 
there is still all the water in and about the earth 
that there ever was, but today it is often in the 
wrong places, or too much at the wrong time. 

What's to be done about it is the theme of 
General Electric’s newest film in the More Power 
to America series, Pipeline to the Clouds. Travel- 
ing 28,000 miles in 28 states, the film demon- 
strates the cule of water from clouds to earth 
in rain, then to lakes or streams, growing plants, 
the sea, and back again to the clouds. Man and 
his waterwo;zks, whether a primitive well or a 
monster reservoir, have created an opening in the 
cycle, a gate in the circular pipeline. 

But in many communities, long established 


WASTEFUL OUTDATED water works equipment 
pictured in “Pipeline to the Clouds.” 
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sources of water, unfailing even in the driest 
seasons, have become shallow inadequate basins; 
lakes and reservoirs have dried up, ground water 
has fallen as much as 800 ft. in some locations. 

How, in this technological age, could we ever 
run short of water? First, we use more water, 
waste more, and there are more of us. We're 
cleaner, cooler (a large air conditioning instal- 
lation may use 3 million gallons a day!), and 
industry requires fabulous quantities—65,000 
gallons to produce a ton of steel. Reservoirs are 
silting up from erosion of watersheds—it is esti- 
mated that 20° of our reservoirs will be useless 
in less than 50 years from this cause alone. And 
much of the water we do have is contaminated 
by sewage and industrial wastes. 

The solution? (1) Reforestation, to check 
erosion and to store water in the land; (2) 
pipelines, to tap wilderness lakes and hidden 
treasures of ground water: (3) more and bigger 
reservoirs, as storage and as a harness of floods; 
and (4) purified waste water returned into the 
ground, to raise underground levels. 

The film explores the possibilities of removing 
salt from the seas and cloud seeding, both pos- 
sible, but still very experimental on a large scale. 
It shows how waterworks engineers produce safe, 
palatable water from impure supplies. 

Pipeline to the Clouds, with five copies of a 


More DEATH VALLEYs are ahead unless the U.S. 
meets our water shortage crisis. 


40-page manual and 200 four-page audience 
pamphlets, will make up a kit that is being sold 
at reproductive cost of $170 to industrial and 
civic organizations wishing to conduct campaigns 
to improve local water conditions. 


Oi Water and Arabia 


“MIYAH” SHOWS ARABS HOW TO SAVE 


* The water sources of Saudi Arabia have been 
dropping lower each year. Never too well blessed 
with water, the nation is now faced with a situa- 
tion affecting the very existence of its 5!» mil- 
lion people. In 1946, the Arabian American Oil 
Company submitted a detailed report on water 
conditions to King Abdul Aziz Ibn Saud’s gov- 
ernment which was deeply concerned, requested 
Aramco’s aid in teaching the need for strict 
water conservation. 

As a best means of reaching as many people 
as possible the oil company decided a color and 
sound motion picture that could be shown in 
every market place should be produced. So, 
about four years ago a tentative script of Miyah 
(Water) was prepared by Richard Lyford, Erie 
Mose and Sid Abel working with Graham Asso- 
ciates, Inc. 

In April, 1948, Lyford was sent to Dhahran, 
Saudi Arabia, to direct the film project, but 
official clearance to shoot in areas never before 
photographed was delayed. This delay proved 
to be a great asset to the final version of Miyah. 
Lyford, minus a camera crew, spent three months 
traveling throughout the country gathering ad- 
ditional story material, feeling out the Arabs to 
determine what would be most acceptable to 
them on the screen. The old script was discarded. 
Using an Arab proverb, “Every living thing is 
from water,” a new theme was established. The 
technical water sequences were linked with a 
series of quotations from the Koran, for here 
Allah cautions his people about the wastage of 
water and stresses the need for conservation. In 
addition it was decided to include all the uses of 
water in the every-day life of the Arab, thus an 
opportunity to reveal some of his customs, tradi- 
tions and remarkable hospitality. Even the Arab 
songs in Miyah speak of water. 


Project Wins Government Support 
But Lyford finally returned to the United 


States with an empty camera. This was a new 
venture for the Saudi Arabs and everyone in- 
volved moved cautiously. In 1949, however, the 
water supply of the capital city of Riyadh was 
almost pumped dry and the need for manage- 
ment and conservation stimulated, anew, the pro- 
duction of Miyah. 

Finally, in August, 1950, the Saudi Arabian 
government requested Aramco to proceed on the 
project guaranteeing clearance to shoot in the 
desired locations with their fullest cooperation. 

The new research material was put to work in 
story board form. Almost a thousand sketches 
were made before the final board took shape. A 
visual plan, scene for scene, was approved by 
the company and Eric Mose, animation designer, 
and Ray Graham, production manager, joined 
Lyford on the second trip to the Arabian penin- 
sula. 

Of the thousands of people who appear in 
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Miyah only a handful had ever before seen a 
motion picture camera, but their patience and 
understanding was remarkable. An aged Bedouin 
keys the story in the opening sequence by telling 
his son “Eat and drink, but waste not by excess, 
for Allah loveth not the wasters.” When their 
well runs dry the Bedouin leads a caravan of 
camels across the desert in quest of water, which 
they find at Riyadh. 

A tape, recorder was used throughout the 
filming, recording all sounds in addition to 
spoken dialog, music and songs. For instance, 
not far from the capital city are the Gardens 
of Riyadh with their famous donkey wells dating 
back thousands of years. Live sound gives this 
sequence added dimension as the screeching 
pulleys and ropes are pulled by teams of donkeys, 
endlessly drawing water from the deep wells. 

Eric Mose, who designed the animation se- 
quences, made rough renderings in the field for 
accuracy and covered all locations with still 
photos in color. Using technical animation, the 
geological story of ground water is shown, such 
as supplies Riyadh. The camera then moves to 
the Persian Gulf area and depicts the source of 
water for the artesian wells of that district. 


Both Arabic and English Versions 


The job of translation, recording and editing 
was a long operation. Miyah, just released and 
now 35 min. in running time, was designed and 
edited entirely in Arabic. The English version 
then followed, the difference being only in sound 
track. In preparing the script, writer Sid Abel 
stylized the script from the Koran. It provides 
a moving and poetic narration that plays no 
small part in making Miyah a truly outstanding 
film. Isa Sabbagh, now with the Voice of Amer- 
ica, is the narrator of both English and Arabic 
versions. 

Miyah is being shown in the market places of 
Saudi Arabia’s major cities by means of mobile 
projection units equipped with 12 foot roll down 
screens and arc projectors, all provided by 
Aramco. It is a heartening example of a prac- 
tical application of the Point Four program, 
executed by private enterprise. 


Desert WELLS drilled by Arabian Ameri- 
can help Bedu caravans keep fresh. 
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An episode in “The Magic Box” 


The Folding Box Fills Role in 
Picture on Industry’s Evolution 


Sponsor: The Folding Paper Box Association of 
America, 


Title: The Magic Box, color, produced by Stan- 
ley Nea! Productions. 


* Folding boxes have become so much a part 
of our culture, of our everyday life, that we tend 
to take them for granted like electricity or run- 
ning water. This entertaining and informative 
introduction to the folding paper carton indus- 
try produced by Stanley Neal Productions packs 
more interest than many grandiose feature films. 

The Magic Box is a colorful 20-minute docu- 
mentary account of the evolution from a cracker 
barre', easy-does-it philosophy of existence to 
our modern, streamlined and zestful way of life. 
While highlighting box plant and_ technical 
scenes, the film places major emphasis on the 
history and development of the folding paper 
box and its contribution to the American way 
of life. 

Without the folding carton, the supermarket 
would still be only a fantasy, the modern effi- 
ciency apartment would be impractical and the 
wide variety of healthful foods that make Ameri- 
cans the best-fed people in the world would not 
be readily available. Everywhere packaging is 
creating more convenient buying, and technical 
improvements in jhe manufacture of folcing car- 
tons are making them even more adaptable to 
the job of delivering the goods attractively, 
cleanly and economically. 

All of the period and historical sequences 
were shot at the Hal Roach Studios while the 
factory, design and laboratory scenes were made 
at the plants of members of the association. 

Distribution for the sponsor (The Folding 
Paper Box Association of America) is being 
handled by Modern Talking Picture Service, Inc. 


A Handsome New Warner Film 
Gives Teen-Agers Facts on Figures 

Sponsor: The Warner Brothers Company. 

Title: Facts About Your Figure, 15 min., color, 
produced by Herbert Kerkow, Inc. 


* Among the many questions posed home eco- 
nomics teachers in their multiplex scholastic 
duties is, “What cup should I use?” This dilem- 
ma, of considerable importance to young stu- 
dents of home-making, is not concerned with 


table setting, but of the serious problem of buy: 
ing bras that fit. 

Surveys show that few home ec teachers are 
qualified, in their own opinion, to advise on 
this matter; the task is often relegated to Mother 
and purchases are made with insufficient in- 
formation. Result: unhappy figures. 

A leading manufacturer of foundation gar- 
ments. the Warner Brothers Company, has kept 
a careful check on trends in the girdle and bra 
field. Well remembering the drastic style changes 
after the first World War, when bras were ex- 
pected to simulate flat steel bands and the petti- 
coat manufacturers lost their shirts, the Warner 
people have found that the girls of this post-war 
period are remarkably sensible in choosing 
foundations with an eye to health, good posture 
and attractive appearance. The girls have the 
right basic idea, but they lack specific informa- 
tion on styles and correct fitting. 

As a best medium for supplying this need, 
Warner has put out its first film, Facts About 
Your Figure, for junior and senior high school 
girls. It relates the story of four pretty young 
girls busy on sewing projects at school. They 
discover that the dresses they have almost com- 
pleted just don’t look right. Luckily, the camera 
wafts them to a dreamland classroom where 
foundation facts are demonstrated x 

The film is a handsome production, delicately 
presented, non-commercial, and fills a niche in 
the home economics field that has not been cov- 
ered before. Modern Talking Picture Service 
will have no trouble finding audiences for Facts 
About Your Figure. ba 


Medical Profession Benefits From 
New Audio Film on Oxygen Therapy 


Sponsor: Linde Air Products Company, 
division of Union Carbide & Carbon 
Corp. 


Title: Oxygen Dosage and Techniques, 25 
min., color, produced by Audio Produc- 


tions, Inc. 


* The normal air about us at sea level 
contains about 21% oxygen. Under most 
conditions, it suits us quite wel. But some- 
times, in cases of heart trouble, obstetrics, 
systemic disorders, respiratory ailments 
and shock, therapy with increased amounts 
of oxygen in the air breathed by patients 
can be most valuable. 

This film shows the techniques of ad- 
ministering oxygen and oxygen mixed with | 
such other gases and vapors as helium. It 
demonstrates the various cylinder contain- 
ers available and methods of handling 
them. Treatment with plastic tents, hoods, 
masks and nasal catheters is shown. In 
cases of emergency, it explains how indus- 
trial or welding oxygen can be administer- | 
ed with a paper box or an old hat as a | 
temporary mask, 

The film is planned as an aid to physi- 

| cians, nurses and technicians. It contains 

no advertising of any type, and will be 

distributed through the field staff of Linde 
| Air Products, county medical societies, 
_ hospitals, nursing schools and other pro- | 
| fessional groups. R | 
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Diacnosis: “Stace Fricut” and that’s 
what Fred has in this YAF picture. 


Film Series on Speech Training 


* A new series of five films on speech training 
has recently been released by Young America 
Films. Designed for speech classes at the college 
level, the new films offer a good instructional 
tool for sales training or personnel directors. 

The five titles in the series are: Planning 
Your Talk; -Platform Posture; Stage Fright; 
Using Your Voice; and The Function of Ges- 
tures. 

Each is useful in itself as a single lesson, or 
it may be combined into a course on more effec- 
tive use of speech. Teachers’ Guides accompany 
each film enabling instructors to plan a train- 
ing period with little difficulty. 

E. C. Buehler, Director of Forensics at the 
University of Kansas, who supervised the series, 
also appears in some of the films to point out 
some of the solutions to common speech prob- 
lems. For the most part, however, the problems 
are illustrated by actual example. The plight of 
the stage frightened speech maker, or the man 
whose posture is known as “the telephone pole 
type” is humorous, and genuine in that few of 
us have not lived through similar experiences. 

It is the good natured approach to the fear- 
some subject that helps a lot in suggesting a 
method of easing the tension on future occasions 
of speech making. Thus far the series has been 
successfully used by several banks, insurance 
companies and just recently, by the military. 
. The series is available for rental from most 
film libraries or directly from Young America 
Films at $15 per day. The films may be pur- 
chased from YAF (18 East 41st Street, New 
York 17) at $45 each. W 


Forensics Director E. C. Buehler, U. of Kan- 
sas, shows speech principles in this picture. 
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Three-Part Technical Film Helps 
Bell Employees On Dial Maintenance 


Sponsor: The American Telephone & Telegraph 
Company. 

Title: The Step by Step Switch, in 3 parts: Part 
1—8 min., Part 2—37 min., Part 3—22 min., 
b/w, produced by Audio Productions, Inc. 


* This is a technical film on the operation of 
the telephone dial system. It is designed for 
initial instruction or a refresher training course 
for Bell System employees. 

Part 1, the path of a call through the SXS 
(step by step dial system) office, may also be 
shown to some public groups and schools, but is 
principally for all employees in SXS exchanges, 
particularly those whose work involves main- 
tenance. It has been planned to give an appre- 
ciation of the importance, complexity, and cost 
of the switching equipment required in the 
average SXS central office, illustrate the path 
of a call through the SXS office and stress the 
importance of careful maintenance in accord- 
ance with Bell System practices. 

Part 2, on mechanical action, shows the me- 
chanical functioning of the 197 type selector 
under conditions of proper and improper ad- 
justment, using Fastax (extreme slow motion) 
camera sequences where required. 

Part 3, on circuit operation, illustrates by 
animation the operation of the 197 type selector 
during vertical and rotary stepping. 

Accompanying the film is a most thorough 
67 page instructor’s guide that illustrates each 
scene with picture and text, provides suggestions 
on usage, demonstrates how to introduce and 
project the film for maximum effectiveness. Two 
slidefilms of 24 and 18 frames are also provided 
for review purposes. 


An Inspirational New Film Shows 
Rehabilitation of the Blind 


Sponsor: The Industrial Home for the Blind. 


Title: A Brighter Day, 18 min., color, produced 
by Campus Film Productions. 


* This is a film that makes you feel good. Yet 

it’s about blindness. Strange? No, it was 
planned just that way, for it shows that blind- 
ness is not the end of things, gives positive 
evidence that rehabilitation works—that blinded 
people can surmount the tremendous obstacle 
and maintain their places as self-supporting, 
self-confident members of society. 

The picture shows how one blinded man solves 
his problem. Played by a fine actor, Eddie Nu- 
gent, he first learns to get away from his self- 
imposed isolation and back into the world. He 
learns how to walk with a cane, to sharpen his 
aural perception, to shave without cutting him- 
self, to light a cigarette, eat from a plate and 
increase his sense of location by remembering 
positions of the objects with which he daily 
comes into contact. 

Later, at the Industrial Home for the Blind, 
he learns that he can do a man’s job, make use- 
ful objects that can be marketed on merit, and 
competitively. With a guide railing, he bowls— 
and skillfully. He rides horseback, swims, plays 
poker with “marked”—Braille—cards. And he 


There’s drama in “A Brighter Day” 


finally establishes his own business, confident 
of success. 

Sharp observers of blind people remembered 
a film Eddie Nugent made several years ago in 
which he played a sightless man. His perform- 
ance was so excellent that he was persuaded to 
take time out from his directing activities to 
play in this picture. Helen Keller also appears. 
Her live, expressive face, it might be said, re- 
flects the tone of the whole film. 

A Brighter Day is available from the Indus- 
trial Home for the Blind, 520 Gates Avenue, 
Brooklyn 16, New York. we 


Yale Traditions on the Screen 
Sponsor: Yale University. 
Title: A Small College, A Great Univer- 


| sity, 20 min., color, produced by MPO | 
Productions. 


| * The chimes of Harkness Tower ring in 
| a familiar scene to old Yale men, the tree- | 
| lined streets of New Haven and the col- 
leges which were “home” to them for four | 
years in a sense that undergraduate life in | 
| few other universities can match. As the | 
camera pans down from the tower, a court- 
yard of one of Yale’s ten colleges can be | 
seen, and in this setting a film about Yale 
depicts the social and scholastic life that | 
| a new student will find at the university. 
| Yale’s college system was planned to 
| insure that every student will find a full 
| life during his college years. Although all 
| the facilities of the university are available | 
to him in his studies, he lives, upper and 
| lower classmen alike, with his instructors 
| in a college. 
The film takes as an example, Branford: 
shows its impressive dining hall, living 
| quarters, college building, intra-mural ath- 


letic activities, dances and finally gradua- 
tion. Yale men receive their diplomas, not 

| in mass, but in their college courtyards 
| and from their own college masters. 
A Small College, A Great University, | 

the first of a series of films about Yale, | 
will be used by alumni clubs across the | 
country in recruiting top quality students | 
as future Yale men. The film’s background 
music is supplied by the Yale Glee Club 
and the famous “Whiffenpoofs” singing 
group. 
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United Airlines Premieres Dramatic 
Account of Technological Progress 

Sponsor: United Airlines. 
Title: United 6534, 30 min., color, produced by 

Cate & McClone. 
* At presstime we were privileged to preview 
the latest and one of the best picturizations of 
modern air transportation. United 6534, with 
documentation by Charles Palmer, produced 
with skillful and often breath-taking visualiza- 
tion by Cate & McClone, presents an “over-the- 
shoulder” account of a leading airline at work. 

Since this picture merits full and further treat- 
ment, a brief preface notes that first showings 
are being held for members of United’s 100,000 
mile club, to all employees, and prints will be 
available for public release in 6mm color. 
ia becaedeacallane cota This advanced Sikorsky transport helicopter is pictured in “The Guardian Angel.” 

Merrill Lynch Picture Explains 

How to Make a Profitable Investment 

Sponsor: Merrill, Lynch, Pierce, Fenner & Beane. 


Helicopter’s Important Role In 
Air Transport Told in Sikorsky Film 


Footage incorporated in the picture came from 
Marathon’s own crew and sequences from all the 
services and combined newsreel coverage. Rg 


Title: Fair Exchange, 20 min., b/w, produced 
by Masten Production Company of Hollywood. 
* Joe and Nancy Norton are sitting pretty, have 
their own home, plenty insurance and a buck 
or two set aside for emergencies. Joe wants to 
put some of their extra dough into a “sure 
thing” stock like Supersonic Dishwashers; Nancy 
will have none of it, favors keeping the savings 
out of such a risky proposition as any stock. 

A Merrill Lynch account man sets them both 
straight on how the market works, what type of 
investment would suit their needs best. He also 
shows them how an order is executed by split- 
second procedure from any point in the country, 
and how trading is accomplished on the floor 
of the exchange. 

The film is available to adult groups from 
any Merrill Lynch offiee. Accompanying the film 
are free copies of several Merrill Lynch educa- 
tional publications on investments. ag 


“Fain EXCHANGE,” a new Merrill Lynch film ex- 
plains good investment practices. 
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Sponsor: Sikorsky Aircraft, division of United 
Aircraft Corp. 

Title: The Guardian Angel, 131% min., b/w, 
produced by Marathon TV Newsreel. 


* Speaking in New York last month, Igor 
Sikorsky, noted aviation pioneer, said he con- 
siders two of the most tremendous achievements 
of aviation history are the passing of the speed 
barriers. One, in passing the velocity of sound, 
introduces a whole new concept of the conquest 
of the air. The other, less spectacular but pos- 
sibly of more importance, is the elimination of 
the low speed barrier by which aircraft were 
limited by necessary take-off and landing area. 


Sikorsky Pioneered Since 1908 


Mr. Sikorsky knows well the latter barrier. 
He began work in 1908 on the helicopter, and 
after abandoning his first love for many years, 
went back to it and developed the first success- 
ful helicopter in 1939. 

In just 12 short years the helicopter has es- 
tablished itself so that it is considered a top 
priority requirement of all the armed services, 
and ‘copter manufacturers can not hope to fill 
back orders ftom other government agencies, in- 
dustry and individuals for some time to come. 

As the,new Sikorsky film so vividly demon- 
strates, the helicopter has really come into its 
own in Korea. More than a convenient taxi for 
the brass, the helicopter has proved itself as a 
front line ambulance, saving countless lives in 
ferrying severely wounded men to the hospitals. 
It picks up men trapped behind the lines, land- 
ing practically anywhere from a small forest 
clearing to a mountain top. It has been supplier 
for shut-off companies, observation post, and 
new tasks are found for it almost daily. At sea 
it rescues ditched airmen, picks up men over- 


board, speedily passes men or supplies from ship 
to ship. 


Widely Shown Over Television 
The Guardian Angel is scheduled to join two 
other Sikorsky films in the company’s distribu- 
tion center at Bridgeport. Leading off, however, 
it was shown on some 40 or 50 television sta- 
tions during the week of September 19th. Both 
the television distribution and production of the 


film were handled by Marathon TV Newsreel. 


Modern Furniture Line ii 


In Valley Upholstery Picture 


Sponsor: Valley Upholstery Company. 
Title: Design for Today, 22 min., color, 

produced by Campus Film Productions. 
* Following the success of last year’s pres- 
entation, Enduring Modern, the Valley 
Company is introducing its new line of 
modern furniture with another film to be 
shown to retailers and their customers 
throughout the country. 

Ludwig Bauman, a New York store, will 


A scene in “Design for Today” 


kick off public presentation of the picture 
at the upcoming Home Furnishings Show 
at Grand Central Palace. 

Design for Today shows the complete 
Valley line of modern upholstered furniture 
with its emphasis on functional but cor- 
rect lines and the new trend to long, curv- 
ing sofas (“with the form free character 
of clouds”) running completely along two 
sides of a room. 

Individual pieces are shown in a suc- 
cession of handsome room settings that 
display the styling to best advantage in 
conjunction with new decorator colors and 
room accessories. Other sequences show 
room designs in attractive drawings. 

Inside the fabric, construction details 
are demonstrated with scenes from the Val- 
ley plant showing woods and joints. 

Campus Film Productions has made a 
slide presentation for Valley salesmen to be 
used in conjunction with the film. a 
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The Human Side Good Retail Selling 


TWO NEW COCA-COLA PICTURES MAKE NOTABLE CONTRIBUTION 
TOWARD ATTITUDES AS WELL AS DIRECT STIMULUS TO SALES 


“You will fill your purse with silver 
And your days with deep content 
If you will say of every man 
THIS IS MY FRIEND.” 


* * 


ITH THIS THEME, The Coca-Cola 
Company keynotes its extensive dealer- 
meeting program, nucleus of which are 

two excellent motion pictures (produced by 
Pathescope Productions) serving twin purposes: 
To stimulate retail sales: to illustrate good mer- 
chandising practices. 

The first film in the dealer-meeting program 
is a 30-minute motion picture, This 1s My Friend. 
In it, the company has nothing to say about 
Coca-Cola; is concerned with people, not prod- 
ucts. The film was created not only as a 
stimulant to retail sales, but also to improve, 
on an emotional plane, the attitude of sales 
people toward their jobs and the customers they 
serve. 

Sales people seeing this film are made to 
feel that there is more to selling than merely 
determining the size of the package and the 
price of the product. By well chosen examples, 
the film demonstrates that a friendly approach 
to customers is better business as well as more 
satisfying to the retail salesman himself. The 
impressive sequences which demonstrate these 
points were shot in typical retail stores that 
might be found in any city or town. 


Based on Half-Century of Experience 


Basic thinking for this type of film approach 
to the stimulation of improved sales and mer- 
chandising practices stems from years of expe- 
rience by personnel of The Coca-Cola Company 
in the improvement of retail sales. More than 
fifty years ago, a man in a white apron reached 
into an ice-filled barrel and placed in the hands 
of a customer the first bottle of Coca-Cola ever 
sold; this was the first dealer of “Coke” in bot- 
tles. Ever since, the retail dealer, obviously, has 
been a big man in the impressive sales picture 
for Coca-Cola. Today, on the efforts of a million- 
and-a-half such dealers, depend the profits and 
future growth of the company and individual 
bottlers. 

From the standpoint of The Coca-Cola Com- 
pany, its Parent Bottlers and its individual Bot- 
tlers, there is a very practical reason for offering 
these films as powerful vehicles around which 
to build dealer meetings. In the past ten years, 
the number of dealers has increased from a 
million to a million and a half. Of these, a mil- 
lion dealers are new—they did not handle 
“Coke” ten years ago. Altogether, a large per- 
centage of Coca-Cola bottlers are either new 
or have changed management within the last 
ten years. In addition, 85% of Coca-Cola route 
salesmen have been on the job less than 10 
years. This has presented the company with a 
sales situation where, in the normal course of 
events, green bottlers would be training green 
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route salesmen to call upon green dealers. The 
fact that basic training and basic sales infor- 
mation would be passed on through inexpe- 
rienced channels obviously called for a firm 
re-establishment of the merchandising relation- 
ship between dealers and routemen. 

In earlier days, Coca-Cola bottlers worked 
closely with dealers on all their merchandising 
problems and many successful ideas for display 
and promotion have grown from this relation- 
ship.* 


Aimed to Fit Dealer Meeting Plan 


But as the number of dealers increased by 
leaps and bounds, bottlers could no longer work 
with each dealer on a personal basis. So the idea 
of holding dealer meetings, hosted by route 
salesmen, was developed and bottlers all over 
the country began inviting dealers in to their 
plants for a visit and a chance to become better 
acquainted. Charles W. Adams, Sales Promo- 
tion Manager for The Coca-Cola Company, ex- 
pressed some of the thoughts inspiring the 
decision to produce the first of the dealer films, 
This Is My Friend, in a recent talk before the 
American Management Association. He said: 

“There are two avenues of approach to the 
dealer to accomplish our sales objective. One 
is logical and the other is emotional. Logically, 
in all outlets, we talk of volume and profit. We 
do the best we can to do a workmanlike job 
of talking to each type of dealer in his own 
language. We learn the elements of his work, 
the current trade practices in his field and pre- 
pare our material accordingly. This is an ele- 
mentary step, it saves time by discussing facts 
he has at his fingertips, the technical aspects of 
his work. 


Emotion Demands Complete Honesty 


“But how do you approach him emotionally? 
Where is that fine dividing line between emo- 
tion, as we understand it, and those emotions 
that are effective when he is at work? We feel, 
and have invested heavily in that feeling, that 
when we approach a man emotionally we must 
do so in terms of his job. There’s a vast differ- 
ence between how a man feels about his work 
and how he feels about his job. When you start 
with that idea and try to make promotion profit 
out of it, you run head on into one of the most 
ticklish creative problems you can conceive. You 
find that emotion, in the close quarters of sales 
promotion, demands complete and unassailable 
honesty. Working with dealers, individually, 
rather than with consumers, through remote 
media, means that the dealer is looking you 
straight in the eye every second. A flicker of 
shiftiness and you’re sunk. 

“The reason for this is simple. The logical ap- 
proach is impersonal in content, no matter how 
we may try to humanize it in form. Whether 
*ED: to promote this activity about 13 years ago, Coca-Cola 

prepared a sound slidefilm Along Main Street. that has 
probably been seen by more people than any other mer- 


chandising slidefilm ever made. It made no mention at 
all of Coca-Cola or the Company. 
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or not the dealer buys what you're selling will 
not affect his attitude toward you one way or 
another. When you use the emotional approach, 
you're gambling with the dealer’s attitude toward 
you. We decided that the closest we wanted to 
come (the closest we could come), emotionally, 
to the dealer was to talk about his job. 


Primary Concern Selling—Not Product 


“We have tried to accomplish this in This /s 
My Friend. We believe the picture is interesting 
and stimulating to any retailer, to any person 
who sells anything. It is not concerned with 
the selling of any specific product. It is con- 
cerned with selling, and the basic human rela- 
tionships involved in selling, whether it be a 
product, a service or an idea. It should be as 
interesting to the grocer as it is to the service 
station man, as valuable to the insurance sales- 
man as to the notions clerk and as stimulating 
to the banker as it is to the short order cook. 
For everybody has something to sell, and can 
sell it better if he understands the elements in- 
volved and can get some enjoyment out of it.” 
* The second motion picture in the dealer pro- 
gram, “/’ll Be Seeing You,” is a 15-minute pres- 
entation of good merchandising practices. The 
film establishes, first, the profit involved in sell- 
ing Coca-Cola, then shows the retailer how to 
take advantage of consumer demand for a profit- 
able item by merchandising it correctly. 

Pathescope produced both This 1s My Friend 
and I'll Be Seeing You on location in half a 
dozen cities in Westchester County, New York, 
under the direction of Robert Wilmot, with com- 
pany supervision by Frank Herman and Tom 
Ham of the Sales Promotion Department of The 
Coca-Cola Company. A cast of approximately 
200 speaking parts was utilized. In a four week 
schedule of shooting, a full sound and camera 
crew worked in approximately fifteen locations— 
grocery stores, service stations, appliance stores 
and bowling alleys. Locations, rather than 
studio sets, were used to achieve the effect of 
absolute realism throughout both films. 


Here’s the Plan for Presentation 
Although each bettler of Coca-Cola is an in- 


dependent business man and has the privilege of 
using the film or not, or may use different 
methods of presenting it, most will use it in 
approximately this fashion: Dealers will be in- 
vited by routes, to the local bottling plant in 
the evening. Every dealer in any one meeting 
will be that of a single route-salesman who, with 
the assistance of plant management, will be 
host for the evening. Dealers will be greeted 
and conducted on a tour of the plant, kept in 
operation for this purpose. After the tour, the 
salesman will informally greet his guests and in- 
troduce the film, This 1s My Friend. Following 
a short summing up, and discussion, I'll Be See- 
ing You will be shown. After a discussion of 
merchandising plans and methods, the evening 
will conclude on a friendly casual note with a 
buffet supper. 

“These people, our dealers and their salesmen 
and saleswomen,” says Mr. Adams, “These are 
our friends. And if we can help them look at 
their jobs so as to see something better in them. 
a little more accomplishment, a little more future. 
a little more fun, if you please, then we believe 
we are doing something worthwhile.” a 
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Accuracy of location detail is key principle of this Rocket-produced training series. 


Rexall Builds a Career Training Program 


SYSTEMATIC LONG-RANGE SLIDEFILM SERIES AIDS DRUGGIST FAMILY 


individual Rexall druggist—the “Rexall- 

ite’—have begun to cure a_ retailing 
headache which has plagued the drug industry 
for years. As a result, salespeople in Rexall Drug 
Stores are beginning to benefit by one of the 
first systematic, large scale, long range career 
training programs ever brought on film directly 
to drug store employees in the stores where they 
work. 

In a very real sense the drug store sales- 
person is the most important individual in the 
industry because he or she is the only one to 
meet the customer face to face. The manufac- 
turer can produce the goods and the druggist 
can stock his store. Advertising and displays 
can bring the customer inside the door. But what 
happens next is up to the salesperson whom he 
meets at the counter. 


REXALL ORGANIZATION and the 


Survey Shows Urgent Training Need 

And what does happen was illustrated by the 
experience of a writer who described in the Sep- 
tember, 1949 issue of FortuNE, his visits to 95 
drug stores in various parts of the country. In 
each store he asked for a ten-cent package of 
razor blades—the smallest size. In only 19 cases 
did anyone suggest a particular brand. In only 
3 cases did anyone tell him he could save money 
by purchasing a larger package. In only 5 cases 
did anyone try to sell him a related item. 

The conclusion is obvious: drug store sales- 
people need training. And it needs to be con- 
tinuous training, for the turnover of drug store 
employees, as in all retail stores today, is steady. 

No one knows this better than the store owner 
himself. But he is frustrated by the fact that 
he has neither the time nor the knowledge to 
develop and conduct a continuous training pro- 
gram of professional caliber. 

The Rexall organization felt that the problem 
could be solved by employing a medium of mass 
communication sufficiently flexible and inexpen- 


sive to be used in the store by the store owner: 
the sound slidefilm. 

The company had already tested the sound 
slidefilm as a training medium for store em- 
ployees. In 1950 four films had been made for 
it by Rocket Pictures, Inc., in Hollywood. The 
Rexall sales representatives had been equipped 
with projectors, and as they went from store to 
store they showed the films to the druggist and 
his salespeople. 


Field Showings Present a Problem 

The films were effective, but scheduling and 
holding meetings in every store proved difficult 
because the representative had only a certain 
amount of time to spare and store employees 
could be brought together only at certain hours. 

Owners of Rexal} stores bezan to ask for more 
showings than the representatives could give. 
Many wanted prints of their own and asked to 
borrow projectors so that they could use the 
films for indoctrinating new employees. 

Out of this demand grew the solution: Why 
not provide a sound slidefilm projector to each 
Rexallite who wanted one of his own? Then he 
could show films at his own convenience. And 
having done that, why not supply him with his 
own training film library, comprising a com- 
plete, systematic, expertly planned training 
course? 

In collaboration with Rocket Pictures, Inc. 
the details of the course were worked out. It 
was visualized as more than a training course in 
drug store selling. It was to supply genuine 
human relations training, career training. If the 
employees knew they were benefitting by broad 
career training which would be useful all through 
their lives, whether they remained in the drug 
field or not, their motivation to learn and their 
interest would be that much greater. 

To add further interest, all the films concern 
themselves with a single set of characters—Mr. 
{ CONTINUED ON THE FOLLOWING PAGE ) 
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Rexall Career Traininé: 


( CONTINUED FROM THE PRECEDING PAGE ) 


Dowling, owner of a Rexall store, and his three 
employees—Dick, Dotty, and Dizzy. Thus it is 
possible to create a certain amount of character- 
ization, drama, curiosity about the next episode, 
and audience-identification with a cast of typical 
drug store employees in a store not too different 
from any Rexall store. 


Druggist Gets Program a Month 

The program is set up on the basis of one 
film a month. With each film the druggist re- 
ceives a meeting guide so that he can conduct 
the training sessions with maximum benefit to 
himself and his employees. 

The titles of the film in the first year’s pro- 
gram indicate the degree to which fundamental 
human relations and career training have been 
emphasized in contrast with job-specifics: 

You in the Drug Store, Are Customers Dij- 
ferent? What do You Sell? How to Use the Tele- 
phone, Handling Complaints, Selling Baby 


Needs, Building Displays, Your Cosmetics and 
Toiletries Departntent, As Others See Us, En- 
thusiasm Behind the Counter, Human Relations 
in Business, Selling Holiday Items. 


Six Films Deal With Fundamentals 


Of the twelve films, at least six deal with 
fundamentals rather than the specifics of drug 
store work. 

“You in the Drug Store,” the first film, pro- 
vides orientation and motivation for advance- 
ment in the drug field—either in stores or with 
large organizations—and the honorable position 
the drug store occupies in the community. It 
places major emphasis, however, on the fact that 
the secret of success not only behind the counter 
but in almost any kind of career lies in the ability 
to get along well with people, which in turn 
grows from a healthy interest in others and a 
sincere desire to help them. This theme is to 
prevail throughout all the films in the program. 

“Are Customers Different?”, concerns itself 
more directly with the art of understanding and 
handling customers as people. 

“What Do You Sell?” \s not, as its title might 


Here are six of the current Rexall t-aining programs now in the field. 


seem to imply, a description of the merchandise 
in the drug store, but an analysis of buying mo- 
tives and an explanation of the fact that cus- 
tomers buy benefits to themselves, not simply 
lists of features—not simply aspirin, but relief 
from a headache. 

“Handling Complaints” could be a film deal- 
ing only with the types of complaint encountered 
in drug stores. It also, however, treats the sub- 
ject in a broadly enough way so that its lessons 
apply to any kind of complaint met with in 
retail stores. 

“As Others See Us” turns the camera around 
to look at the salesperson as he or she appears 
to the customer, and leads into a discussion of 
attitudes which is developed further in “En- 
thusiasm Behind the Counter” and still further 
and even more basically in “Human Relations in 
Business.” 


Druggists’ Response Is Enthusiastic 


Response by Rexall drug store owners to the 
announcement of the program was enthusiastic. 
At the present time projectors manufactured and 
developed especially for the dealers by O. J. 
McClure, are pouring into the hands of dealers. 
The first film, “You in the Drug Store,” was 
delivered to each druggist in June. Since then 
they have received “Are Customers Different?”, 
“What Do You Sell?”, “How to Use the Tele- 
phone” and “Building Displays.” 

As a bonus, each participant in the program 
has been supplied with the three previously made 
Rexall films—“*How to Handle Open Calls,” 
“How to Be A Creative Salesman,” and “Mr. 
Dowling Promotes a Sale”’—-so that he already 
has a small but highly useful film library for 
immediate use. At last, therefore, each druggist 
affiliated with Rexall has the opportunity to 
have in his own store a complete, continuous, 
well organized career training and human rela- 
tions course for the benefit of himself and his 
employees. 

He can show the film wherever and whenever 
he pleases, in the store before it opens in the 
morning, or in the “back room” to one new 
employee, or at the same time to everyone on a 
shift, or ar yone who works in the store. 


Creates Permanent Training Library 


As his property, the films will always be avail- 
able for his use. When a new employee comes 
on the job a year from now, he can be trained 
expertly and professionally in a minimum of 
time. When old employees need refreshing, they 
can be asked to look again at the films. 

And because of the normal human interest in 
pictures, it is safe to say that many of the films 
will be taken home and shown to the family and 
friends, and in some places they will undoubtedly 
show up at meetings of Rotary and other serv- 
ice clubs, where they will not only do the work 
for which they were primarily designed but 
will also do an excellent job of advertising and 
promotion for the Rexall druggist in his own 
community. 

What it means, fundamentally, is that for the 
first time a major unit in the drug business has 
systematically established a system of mass com- 
munication—by use of the sound slidefilm—to 
help close the one gap in the whole process by 
which drugs and other products sold in drug 
(CONTINUED ON PAGE FIFTY-FIVE) 


BUSINESS SCREEN MAGAZINE 


| 


TORE MANAGERS and assistant store man- 

~ agers of the S. S. Kresge Company are do- 

ing a good deal of thinking these days 
about the case of Jerry Allen. 

Allen, a personable, efficient and alert Kresge 
manager, was dogged by the problem of high 
turnover in sales personnel in his store, but to- 
day he is on the way toward winning his cam- 
paign to retain good personnel. And his fellow 
managers and assistants are being guided by his 
methods—now that Jerry has recognized the 
causes of excessive turnover and has outlined 
some steps to be taken. 

Allen is the principal character in a new 15- 
minute sound slidefilm, A Kresge Manager Wears 
Three Hats, which was produced for the company 
by The Jam Handy Organization, Detroit, Michi- 
gan. The film is being shown to Kresge store 
managers and their assistants and is arousing 
widespread interest and enthusiasm, The meet- 
ings at which the film is shown are part of a 
continuous “Manager Development Program,” 
under the immediate direction of A. B. Fair- 
banks, director of training for Kresge. 


These Are “Hats” Managers Wear 


The “hats” which a Kresge manager wears 
are labeled Management, Merchandising and 
Manpower. Allen does very well as a manager 
and he is also a good merchandiser, but he runs 
into trouble when it comes to wearing the third 
“hat”—labeled Manpower—or, as Allen amends 
it, “Womanpower.” 

The film is shown in three parts at each show- 
ing to permit audience discussion at desirable 
intervals. The first presents Allen’s problem and 
his superintendent’s diagnosis of his trouble. 
The second part of the film introduces, in the 
form of manager-employee interviews, specific 
cases where inadequate screening, hiring tech- 
niques or indoctrination training led to loss of 
personnel. A third part, entitled Turnover—A 
New Leaf, outlines for the store managers the 
methods that are open to them to eliminate costly 
personnel changes. 


Lively Discussions Follow Showings 


During the discussion periods, the meeting 
leader and his audience talk over the points 
that have been emphasized and then seek an- 
swers to the questions that have been suggested 
by the film. Interest in the mutual problems of 
store managers is thus stimulated, and those in 
the audience eagerly await the next part of the 


Jerry ALLEN wears this hat as part of his job— 
amends it to “W omanpower.” 


NUMBER 6 «+ VOLUME 12 * 1951 


SALES VOLUME 
SATISFIED CUSTOMERS 
PLETE MERCHANDISE ASSORTMED 


GOOD ORDERING 


LESS MORE 
STOCK WASTE TURWOWERS 


Kresge training director A. B. Fairbanks (standing) supervises a continuous development program. 


Kresge Develops Managerial Skills 


JAM HANDY SLIDEFILMS GIVE LIFT TO MANAGER DEVELOPMENT MEETINGS 


film to see whether Allen’s methods include their 
own solutions. 

The film concludes with a man-to-man talk 
(Allen to his audience) in which Allen agrees 
that “what happened to me can happen to any 
manager or assistant manager in our business. 
But it will be less likely to happen if we all face 
up to some facts.” 

“We've got to make up our minds right now,” 
continues Allen, “to keep good store personnel, 
and do a good job on incoming personnel. | 
know that every man bere has in mind a number 
of things that will help to accomplish this job. 
For myself, I'm going to have more store con- 
tests, get-togethers, and meetings — meetings 
where folks get to know each other better and 
build up morale and friendly interest in their 
Kresge jobs. 

“I’m going to try harder to find out exactly 


PERSONNEL QUALITY begins at this vital phase of 
the manager's responsibility. 


SCREENING and HIRING 


WHY sales people leave my store, trace down 
some of the real reasons and then improve our 
personnel handling so that causes for leaving 
will be removed. As we all know, the better we 
handle present store personnel, the more satis- 
fied and interested our salesladies will be in their 
jobs—the fewer we'll have leaving and the easier 
it will be for us to get good people when we need 
them. Newcomers will be more apt to WANT 
to work at Kresge’s. 


Good Personnel a Pyramid Factor 


“And by making a special effort to keep good 
personnel, we'll actually be making our store a 
better place to work in. When that happens, word 
gets around and we'll have more good applicants 
too. 

“Then, if we work on ways to do a good job 
(CONTINUED ON PAGE FIFTY-THREE) 
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Prediction: A New Color Film 
Millions Will Want to See 


Sponsor: The International Cellucotton Prod- 
ucts Co. 

Title: How to Catch a Cold, 10 min., 16sd— 
Technicolor, produced by Walt Disney; free 
loan, Association Films, Inc. 

* Disney production perfection provided a les- 

son in how to catch maximum audience atten- 

tion when he made The Story of Menstruation 
for International Cellucotton and Kotex. Be- 
sides the sizeable array of awards won by that 
picture, such as the 1949 Chicago Film Festival 
honors, the fact is especially attested by the 

10 million audience it has attracted, announced 

with justifiable pride at the Chicago luncheon 

preview of the new picture. 

How to Catch a Cold, without any of the dis- 
tribution limitations of the earlier film, and 
brimful of Disney whimsy and imagination, 
should pale the earlier film’s record, according 
to a sampling of the press, after the showing. 
Incidentally, reference to Kleenex is just that, 
only a passing glimpse of the package near the 
close of the film, no more than a mention of 
credit on any production, for theatre or else- 
where. 

With a twofold audience in mind, school 
folk of all age levels as well as adults, and 
industrial personnel with the objective of re- 
ducing absenteeism, the company and the pro- 
ducer have emphasized the need for rest and 
the precaution of isolation in treatment of the 
common cold. A good balancing act was done 
on the industrial fence to avoid going overboard 
on the other side in the warning to stay put and 
avoid complications. 

One of the Disney tactics which has paid 
dividends so consistently is the adherence to un- 


Watt Disney's magic whimsy and a natural 
subject blend in “How to Catch a Cold” just 


completed for International Cellucotton Co. 


complicated basic stories. In “How to Catch a 
Cold”, a title which in itself sets the pattern, 
the common denominator of interest is reached 
wih two characters, Common Sense, sprightly 
mite who switches a collegiate mortar-board to 
his head for one of his bits of advice, and Com- 
mon Man, who does about everything wrong. 
An animated diagram pegs the chain of trouble 
set up when on his dash to the office he inter- 
rupts his sniffles to kiss his wife and youngster 
goodby, whereupon they promptly join him in 
passing the cold along, he to the staff, she to 
her bridge club, the boy to his classmates. An 
even better climax is a gridiron analogy, with 
the enemy backfield, headed by big bruiser 
Pneumonia, pounding a succession of touch- 
downs through Common Man’s out-of-condition 
eleven. 

A cold reading of the script reveals an 
abundance of preachment by Common Sense; 
but no one would notice it in viewing the film 
itself{—and that’s production sense! 

Free loan, except postage, is through Asso- 
ciation Films, with offices at 35 W. 45th St. 
New York City; 79 E. Adams St., Chicago, IIL: 
1915 Live Oak St., Dallas, Texas; and 351 Turk 
St., San Francisco, Calif. While some 300 prints 
already are available, the distributor advises re- 
quests six weeks ahead of booking, a reasonable 
suggestion in light of the history of the earlier 
film, of which 1,000 prints have been used since 
first release late in 1946, and with the record 
showings last October and November. a 


Park & Tilford Builds Promotion 
Film Around “The Better Story” 


Sponsor: Park & Tilford Distillers Corp. 
Title: The ADS Drive, color, produced by 

Films For Industry, Inc. 

* This year’s annual sales push culminating in 
the big liquor sales months of November and 
December finds Park & Tilford’s president 
Arthur D. Schulte unable to hit the road and 
personally greet each salesman now limbering 
up for the big season ahead. P & T salesmen 
will instead see him via film in his office dis- 
cussing the campaign and showing what the 
company will do to back them up with ads 
and promotion gadgets. 

Mr. Schulte is enthusiastic about the Dartnell 
sales training film featuring former big league 
baseball star, Frank Bettger. As he ends his 
talk, he introduces, it, and Bettger’s story con- 
tinues as the bulk of the ADS Drive presenta- 
tion, R 


U. S. Air Force Presents Picture to 
Aid Personnel in Their Careers 


Sponsor: United States Air Force. 
Title: Plan for the Future, 25 min., b&w, pro- 
duced by Knickerbocker Productions. 

* This film shows how the Information and 
Education and the Career Guidance sections of 
the Air Force work together to aid airmen in 
not only advancing their service careers but in 
furthering their education through on-duty study 
courses. 

Photographed at Lackland Air Base, Texas, 
the picture takes the case of a young airman in- 
terested in electronics, how he is tested, classi- 
fied and assigned to his choice of duty—radar 
maintenance, 

Plan for the Future is not a rifle shot solu- 
tion to one problem, takes in a multitude of 
Air Force recruiting and training activities and 
is designed for several such purposes in and 
out of the Air Force. 


General Outdoor Advertising Shows 
Display Advantages in Color Picture 


Sponsor: General Outdoor Advertising Com- 
pany. 

Title: Big As All Outdoors, 20 min., sound and 
color, produced by Sarra, Inc. 

* Outdoor advertising, with its proven impact 

upon the consumer’s purchasing impulse, has not 

always recognized the full potential of the screen 

to advance its cause. 

Witness, however, the recent sound slidefilm, 
Your Outdoor Neighbor, sponsored by the Out- 
door Advertising Association of America, and 
the new sound motion picture, Red Hand, which 
has been used at member associations’ area meet- 
ings to cooperate in the sale of U. S. Defense 
Bonds. The latest film production is General 
Outdoor Advertising Company’s Big As All Out- 
doors. All three productions were made by Sarra. 

Color, certainly a natural ingredient of a film 
prescription for outdoor advertisers, is used tell- 
ingly in this latter production, not only in pin- 
pointed traffic maps but also in the closing 
presentation of outstanding examples of night- 
lighted panels. 

In a film aimed directly at prospective users 
of the space, more than color was needed as a 
sales argument. This was taken care of more 
than adequately by a study of the science of 
traffic analysis in human terms. Here is the so- 
called average town of Marketville. Dad, Mom, 
and Daughter in turn leave the house-——-Dad to 
the bus, Mom to shop, Daughter to school. On 
a block map the route of each is traced by 
arrow, and the locations of billboards are applied 
to each. To these instances are added the routes 
of motor transportation, the parking lots, im- 
portant intersections, road curves, with close 
analogies as in the bread deliveryman’s passing 
the advertisement of his product. 

The clinching argument starts with the check- 
up man leaving the office of the Traffic Audit 
Bureau, Inc., the making of his tally and then 
the application of the scientific discounting sys- 
tem, to give the prospective advertiser as ac- 
curate an account of value as is humanly pos- 
sible before positioning the panel. 

An off-screen voice explains facts and figures 
in the story of General's operations in 1,400 
cities and towns. 
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UNITED STATES NAVY 
for training 


REMINGTON ARMS 
for sales promotion 
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MONSANTO CHEMICAL COMPANY 
for employee and public relations 
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FORD MOTOR COMPANY 
for public relations 


_ PRODUCTIONS. 


is currently producing 
motion pictures for these clients 


U. S. DEPARTMENT OF STATE 
for overseas information 


NASH MOTORS 
for sales promotion 


YALE UNIVERSITY 
for attracting top students 
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Assembly of these seven parts of the 
breech block of the 40mm anti-aircraft 
gun was used to test relative effectiveness 
of film variables in the Penn-Navy re- 
search study noted below. 


PART TWO 


Errects ON TRAINING OF EXPERI- 

MENTAL Fits VariABLes, Stupy 

I: VerBaLization, Rate or De- 

VELOPMENT, NOMENCLATURE, ER- 

How-It-Works, Repeti- 

TION. Investigator, Nathan 

Jaspen. 

* Experimental Design and Pro- 
cedures: Seventeen different ver- 
sions of a film designed to teach 
the assembly of the breech block of 
a 40mm antiaircraft gun were pro- 
duced for the experiment, in which 
2,377 apprentice seamen at the 
Great Lakes Naval Training Station 
participated. Each version was 
shown to at least 100 men, 30 to a 
group. None had had previous 
training in assembling the breech 
block or similar mechanisms. After 
the film showing each man was re- 
quired to attempt the assembling; 
ten trials were given and a time 
score was kept. 

The six variables in the films 
were: Verbalization (average num- 
ber of narrative words per minute 
to describe the film action); Rate 
of Development (the speed or 
tempo of pictorial coverage of a 
given amount of material) ; Nomen- 
clature (technical names); Errors 
(common errors to avoid in as- 
sembling) ; “How-It-Works” (film 
sequence showing the principles of 
operation and function); Repeti- 
tion (number of times the basic 
demonstration of assembling is pre- 
sented in the film). The 17 film 
versions provided different degrees 
of each variable. 

After each group of 30 men had 
seen a version, proctors read a 
standard set of directions for as- 
sembling the breech block and all 
30 went to work at the same time. 
If an assembler failed in 10 min- 
utes he tried again. If he succeeded 
the second time he continued for 10 
trials. If he failed he was dismissed 
and his performance recorded as a 
failure. 

Conclusions and Applications: 


Clear-cut positive results were 


Toward More Effective Films 


ABSTRACT REPORTS ON PENN-NAVY RESEARCH STUDIES 


found for a slow rate of develop- 
ment, the showing of common er- 
rors to be avoided, and repetition. 
For the other three variables the 
findings tended negatively but were 
ambiguous, indicating the need of 
further study. The level of verbali- 
zation made no difference in meas- 
ured learning; the use of technical 
nomenclature did not help learning 
or significantly hinder it; results 


from the “How-It-Works” sequence 


were inconsistent, but the sequence 
on the whole reduced the effective- 
ness of the versions in which it was 
included. 
COMPARISON OF THE AUDIO AND 
ELEMENTS OF INSTRUC- 
TIONAL FiLMs. Investigators: 


Harold E. Nelson and Karl R. 

Moll; report prepared by Messrs. 

Nelson and Moll and Nathan 

Jaspen. 
* Experimental Design: Two ex- 
periments were conducted to study 
the comparative effectiveness of the 
two elements. Dr. Nelson used two 
films on aerodynamics, Theory of 
Flight and Problems of Flight, with 
430 members of the R.O.T.C. of the 
Pennsylvania State College as par- 
ticipants. Mr. Moll used Land and 
Live in the Desert, an instructional 
film with a dramatic plot, on a 
bomber crew’s struggle for survival, 
and had for the test 388 summer 
school students. 

Tue AERODYNAMICS TEsT 

Procedures: The film Theory of 


Outstanding Business Firms in all 
parts of the country are finding 
out about CAMPUS 


Get the full story of Campus Film Productions’ Low 
Budget, high quality film services. Send for our booklet 
| or give us a call. We think you'll be pleasantly surprised. 


CAMPUS FILM PRODUCTIONS 


Street. Brooklyn 
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Flight shows general principles and 
uses various types of models and 


visual aids; Problems of Flight 
shows the principles applied to an 
airplane in flight. Eight varying 
combinations of the two films, with 
or without sight or sound, in the 
dark or in the light, were used on 
the 430 participants divided into 
eight groups. Standardized quizzes 
followed. 

Conclusions and Applications: 
The group which saw and heard 
both films learned most, and all 
groups acquired considerably more 
information than the control group 
which did not see or hear either 
film. 

The video factor was consider- 
ably more important than the audio 
in effectiveness of the Theory film; 
the audio was somewhat more im- 
portant than the video for the 
Problems subject. 

Tue Desert Survivat Test 
Procedures: The 388 students 

were divided into five test groups 

for the five combinations of pre- 
sentations of the film, and the tests 
followed. 

Conclusions and Applications: 
As in the aerodynamics films study, 
the group that both saw and heard 
the production showed the highest 
score, the control group (no film) 
the lowest. Those who only heard 
this film learned slightly more than 
those who only saw the film. 

AuDIO-AND-VISUAL CONCLUSIONS 

Significant learning was acquired 
from the presentation of the film 
as a whole, and from either the 
audio or video channel alone. 
Neither channel was consistently 
better. Both channels together were 
more effective than either one 
alone. Relative effectiveness seems 
to depend on the particular film 
and content. Some items are taught 
jointly by audio and video working 
together; some are taught in both 
channels (overlapping). Hearing 
the sound track in a darkened room 
is slightly superior to presentation 
in a lighted room. 

The best possible integration of 
sight and sound makes for the most 
effective production. The findings 
appear relevant to television as 
well. 

* 

THe Errects oF INSERTED QUES- 
TIONS AND STATEMENTS ON FILM 
Investigators: Albert 
K. Kurtz, research analyst and 
professor of psychology; Jeanette 
S. Walter and Henry Brenner, re- 
search scholars. 

* 

* Experimental Design and Pro- 

cedures: Two films of differing sub- 

ject matter were selected, a techni- 


(CONTINUED ON PAGE 50) 
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ELIMINATE MOUNTING AND 
PICTURE HOLDERS WITH 


Fan action of the Beseler 
VACUMATIC PLATEN* not 
only holds copy flat during 
projection, but keeps inte- 
rior of the projecto: unus- 
vally cool. 


1, YOU CAN use the VU-LYTE in a partially- 

lighted room. Total darkness is unneces- 
sary in order to obtain clear, sharp images 
and brilliant colors—becavse VU-LYTE pro- 


vides extra illumination. 


2. YOU CAN feed mixed or continuous copy 
through smoothly, without light flashes, 
Beseler FEED-O-MATIC* 


VU-LYTE 


Opaque Projector 


All copy is held absolutely flat on the 
VACUMATIC PLATEN of this ultra-modern 
Beseler VU-LYTE during projection, through 
suction created by a special fan. 

There is no need to spend time pasting 
and mounting copy—or inserting copy into holders. 
You simply introduce your copy onto the platen, 
and there it “stays put” without curl or flutter. 

As you handle the superb new VU-LYTE, 
you'll appreciate the exceptional advantages of 
this VACUMATIC PLATEN. It’s one of the 
exclusive Beseler developments that make the 
VU-LYTE the most modern and most versatile 
of visual teaching tools. 

Yes, Beseler explored every line in bringing 
you a piojector that gives top-notch results with 
maximum. ease and ¢:onomy of operation. 

For instance: 


3, YOU CAN project a lighted arrow onto 
any part of the illustration by means of 

the new Beseler built-in POINTEXt POINTER 

—thereby pointing out details without leav- 

ing the projector. 

4, YOU CAN use VU-LYTE on an uneven 
surface—project on small or large 


metal belt CONVEYOR. A full 82x11 page screens. In addition VU-LYTE is an 


with equal ease, without 


letter or a postage stamp can be projected 
flutter 


These advanced, exclusive features, plus others, are incorporated in 
a projector that weighs only 35 Ibs. a is reduced in 

Ask for a free demonstration 
your own projection room and for more information i this 
truly new concept in opaque projection ask for booklet 


CHARLES COMPANY 


quiet and cool operating opaq 


price! 
of the precision built VU-LYTE in 


teee 


60 Badger Avenue, Newark 8, 3. 
The Werld’s Largest Manutacturer of Opaque Projection Equipment 
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* Now that conservation of ma- 
terial is becoming an increasingly 
moot subject, and limitations of 
non-military use already have been 
decreed by Government directive in 
some categories, the matter of stor- 
age, handling and repair of film, 
in the field of the business screen 
as well as entertainment, takes on a 
new significance. Particularly time- 
ly, therefore, are two bulletins re- 
cently issued by the Sales Service 
Division of the Eastman Kodak 
Company, Rochester 4, N. Y. (Both 
were listed in the Reference Shelf 
Department of Business Screen, 
Issue No. 8, December, 1950.) 

The bulletins were written with 
Cine-Kodak and Eastman motion 
picture films on safety base primar- 
ily in mind. Note was made that 
for information on storage of ni- 
trate 35mm films, “inflammable and 


therefore dangerous to store,” li- ” 


braries should write to the National 
Board of Fire Underwriters, 85 
John St., New York 7, N. Y. 

* Usage rather than storage prob- 
lems is the chief cause of damage 
to safety base films in active libra- 
ries, says the bulletin headed Sror- 
AGE OF 16MM MorTion PIcTURE 
Fitm in Active Lisrarties. In case 
of mold growth, fungus, or “ferro- 
typing” (formation of objectionable 
shiny marks on the emulsion sur- 
face), reduction of humidity in the 
storage area is necessary, and auto- 
matic devices to insure proper hu- 
midity are mandatory if brittleness 
is experienced. 

Recommended procedure is to 
place the films in cans and store 
them on edge on shelves or in metal 
cabinets, on the main floors of 
buildings, away from steampipes or 
other sources of heat, with tempera- 
ture preferably between 70 and 80 
F. and relative humidity 25 to 60 
per cent. 

The following sources of metal 
cabinets are listed: General Fire- 
proofing Co., 413 Dennick Ave., 
Youngstown 1, Ohio; Lyon Metal 
Products, Inc., 1933 Montgomery 
St., Aurora, Neumade Prod- 
ucts Corp., 330 W. 42nd St., New 
York 18, N.Y. 


* Brittle or curly film, apt to be- 
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Storage and Handling of Film 


RECENT KODAK BULLETINS GIVE HELPFUL ADVICE 


come damaged in handling or pro- 
jection, is an SOS for mechanical 
humidifiers, with a controlling hu- 
midistat set at 40 per cent. 

Listed companies having humidi- 
fier units are Fresh’nd-Aire Co., 
221 N. LaSalle St., Chicago 1, IIL; 
Parks-Cramer Co., Fitchburg, 
Mass.; Walton Laboratories, 1186 
Grove St., Irvington 11, N. J. 

Where temperatures above 80F. 


and very humid conditions persist, 


electrically-operated refrigeration- 
type dehumidifiers are suggested. 

Handling such equipment, the 
bulletin notes, are the Carrier 
Corp., 300 S. Geddes St., Syracuse, 
N.Y., and the Frigidaire Division 
of General Motors Corp., Dayton, 
Ohio. 

Conditioned and filtered air is 
recommended for storage areas; 
otherwise, special precautions are 


Before the Cameras: Mel 
Torme for Zenith Radio 


“SLIDEFILMS” 


urged to prevent dust and dirt from 
sifting in through ventilators, heat- 
ing ducts and open windows. 

For long-term storage, relative 
humidity should be held to 40 to 
50 per cent; temperature for black- 
and-white film no higher than 80F., 
for color film not higher than 50F. 

How to Minimize Damage 

* The other Eastman bulletin, THE 
HANDLING, REPAIR AND STORAGE OF 
16MM FILM, concerns itself chiefly 
with damages to film in handling, 
projecting and repairing, and what 
to do to avoid them. Emphasized 
are these general conclusions, which 
can be applied to film of all makes: 
teach users to insure greater care 
by having good projection equip- 
ment and experienced operators; 
clean films properly and improve 
splices and storage conditions. 

Thirteen suggestions, some of 


4 


some our st produc- 
tiens for you. No obligati 


NEW YORK + CHICAGO 
HOLLYWOOD 


“MOTION PICTURES 


TELEVISION COMMERCIALS 


which the libraries should pass on 
to users of film, sum up the bulle- 
tin’s advice: 

1. Clean projector gate and parts. 
2. Include instruction leaflets in 
each shipment. 3. Inspect and re- 
pair films before shipment. 4. Make 
splices that weld. 5. Use a long 
leader at the start of the reel. 6. 
Avoid overloading reels; leave a 
half-inch between the film and the 
outside edge of the reel. 7. Discard 
bent or damaged reels. 8. Ship in 
rigid containers. 9. Store films at 
proper temperature and relative hu- 
midity while in exchange or library. 
10. Clean films properly and lubri- 
cate new films. 11. Be careful in 
rewinding films both after projec- 
tion and during inspection. 12. Re- 
fuse rentals to a customer having 
a reputation of damaging film. 13. 
Warn the customer he will be 
charged for replacement of film 
damaged while in his possession. 

The bulletin goes into consider- 
able detail on the best methods of 
splicing. Every library should have 
a copy and all personnel should 
study it. a 
NEW PRODUCT NOTES 
New Peel Paste for Flats Comes 
From the M. P. Research Council 
* A new Peel Paste developed by 
the Motion Picture RESEARCH 
CounciL for applying wallpaper to 
“hard flats,” the large plywood 
walls of movie sets. Advantages 
cited for the new paste, a mixture 
of glycerine, methyl cellulose and 
water, lie in providing balance be- 
tween adhesion and flexibility in the 
cellulose film after drying, largely 
because of the plasticizing and 
humectant action of glycerine. The 
film holds the paper in place while 
required and permits stripping off 
the paper easily after the set has 
been used. The glycerine also coun- 
teracts paper shrinkage and so facil- 
itates butt splicing. Setting time can 
be adjusted by varying the amount 
of glycerine for high-speed produc- 
tion. The paper now can be pulled 
off the flats by hand in a few min- 
utes without damaging the surface. 

* 

Diagonal Handle for GoldE Cases 
* For ease in carrying, a diagonal 
handle has been placed on the 
GoldE Index Slide File Case and is 
being introduced on all other cases 
as well as projectors and other 
units. Another improvement is the 
GoldE Snap-It Binder for the pro- 
tection of slides. It fits any 2” x 2” 
slide carrier for 35mm film. Pro- 
vision is made for “in-the-dark” 
identification and has a place for a 
title label. 

Address GoldE Mfg. Co. at 1214 
W. Madison, Chicago, for details. 
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BELIEVING 


ea _ AND STEREO ADDS PERSUASION 
//\\ | To YouR SALES PRESENTATION! 


The finest STEREO EQUIPMENT is made by BRUMBERGER! 


NEW LOWEST PRICED 
PRECISION VIEWER! 


BRUMBERGER 


STEREO VIEWER 


Sturdy, lightweight, colorful polystyrene (hard-impact, practically unbreakable!) 

with fine optically ground and polished lenses. Improved lighting system, bat- 

tery illuminated with push-button switch, makes transparencies more brilliant #1265 Viewer 

than ever! Pin-point focusing; streamlined, handsome design—greatest value (less batteries) 59° 
Retails at 


in stereo viewers on the market! 


New! Convenient Size Self-Aligning 
File for Salesmen! Self-Centering 
BRUMBERGER 


STEREO FILES STEREO BINDERS 


Most eccnomical binders made! Save hours of precious time— 

- Portable, compact carrying and storage no more tapes, masks, kits—simply set transparencies in ac- 
‘case for stereo accessories. All steel, lux- curately spaced prongs, cover with clear glass, snap on cover. 
uri finished in platinum grey wrinkle Le ets apart easily, too, for use over and over again). All 
Equipped with comfortable metal in Prose 154” x 4” stereo viewers or 


95 ‘and snap catches. 
Se a Holds Stereo Viewer, 50 metal or glass 50 
‘ stereo mounts in 5 group compartments, #1166 Box of 24 sets Retails at 
rte or up to 125 cardboard stereo mounts. (plus extra glass) 


MOVIE REELS, CANS, CHESTS, ETC. SPECIAL QUANTITY DISCOUNTS TO INDUSTRIAL USERS! 


WRITE FOR OUR CATALOG OF 35 MM & STEREO VIEWING, BINDING & FILING ACCESSORIES: 
AVAILABLE FROM YOUR A-V DEALER, COMMERCIAL PHOTOGRAPHER, AD AGENCY, ART STUDIO 


RELIABLE PRECISION MANUFACTURING CONTINUOUSLY SINCE 1904 
BRUMBERGER SALES CORP. 
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DoucLas GEORGE 


Douglas George on Special Duties 
For Jam Handy at Detroit Office 
* Service development and special 
functions will be the spheres of ac- 
tivity of Doucias Georce in his 
new post with THe Jam Hanpy 
ORGANIZATION, after a record of 
public relations work for both Gov- 
ernment and private companies. 

He was national director of pub- 
licity and advertising for the Spe- 
cial Events and Motion Picture Di- 
vision of the World War II Victory 
Loan Drive, on leave from the In- 
dustrial Incentive Division of the 
Office of the Secretary of the Navy. 
Following the war he performed 
liaison duties between radio and 
motion picture studios and the Vet- 
erans’ Administration, and was an 
initiator of NBC’s “Salute to Vet- 
erans.” Since 1948 he handled Jam 
Handy theatrical distribution west 
of the Mississippi, following promo- 
tional work for Warner Brothers. 


Jack R. Rapius 


= 


Rabius Heads Johnston Technics 

* Jack R. Rasius, now director of 
all technical departments of the 
Bert JoHNsTON PRODUCTIONS, 


photographed 150,000 stills and 
250,000 feet of motion picture film 
on Government service in World 
War II. He established a laboratory 
at Boco Ration Field in Florida in 
1943 for development of radar. 
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PEOPLE WHO MAKE PICTURES 


EXECUTIVE APPOINTMENTS BY STUDIOS, MANUFACTURERS 


Laub Heads United World Films’ 
Advertising and Sales Promotion 


* Director of advertising and sales 
promotion of the Unrrep, Worip 
Fitms, INc., subsidiary of Univer- 
sal-International Pictures, WILLIAM 
B. Laus applies to the new post the 
experience of ten years since taking 
over the sales promotion department 
of Castle Films which he had joined 
in 1940 after script writing and 
direction of sponsored films. He 
continued in that office when United 
World acquired Castle in 1946. ~ 


Neumade Expands Its Sales Staff 

* Joining the New York sales staff 
of the NeuMApDE Propucts Corp. 
are Lew Grorsik, formerly assist- 
ant sales manager of the General 


puts 


DELUXE CHALLENGER ® 


Sets up quickly. Folds compactly for easy storage. 
Exclusive octagon case for unmatched fabric pro- 


tection. Gable-top legs. 


Send for FREE 
Sample of 


Da-Lite Crystal-Beaded 


Projection on ao 
Da-Lite Screen 
life and 
into 


Register Co., and Kagst- 
NER, who had charge of Neumade 
service department. 

The moves are in line with the 
expansion program of the company, 
which recently completed a factory 
addition which goes into production 
in a month. 


Henning and Cheadle Adds Space 
Henninc anp INc., has 
leased additional space at its pres- 
ent location, 1060 West Fort Street, 
Detroit, to provide more photo- 
graphic dark rooms, a typesetting 
department, and added production 
and assembly facilities. The in- 
creased volume of business in train- 
ing and promotional materials and 
government manuals necessitated 
the expansion. 


WHEN YOU CHANGE 


To A NEW 
DA-LITE 


SCREEN 


Yes, there can be that big a differ- 
ence in the brilliance and beauty of 
your pictures when you change from 
a sheet or makeshift screen to a new 
Da-Lite Crystal-Beaded Screen. The 
millions of tiny crystal beads on the 
surface of the Da-Lite fabric bring 
out all of the shades of color film 
and all of the intermediate tones in 
black and white in full brilliance. 
Get a new Da-Lite and show your 
movies and slides 


200% TO 500% BRIGHTER! 


Non-sagging, non-cracking Da-Lite 
Crystal-Beaded Screens always hang 
smoothly. Available in many styles 
and sizes to fit every need. More 
than 2,000,000 satisfied owners. Ask 
your dealer for Da-Lite Screens. 


screen fabric and copy of The Screens EXPERIENCE Built 


. helpful brochure “Planning 
for Effective Projection” 


! City 


Firm Name 


—famous for quality since 1909 GES 


DA-LITE SCREEN COMPANY, INC 
2703 N. Pulaski Road 


Chicage 39, IIlinois 


Please send FREE sample of Da-Lite Crystal-Beaded ! 
screen fabric and Seng 
tive Projection.” 


rochure “Planning for Effec-! 


Cuarces P. Goetz 


New Stanley Neal Chicago Office 
Has C. P. Goetz As Its Manager 


* C. P. Goetz is manager of the 
new office opened by the STANLEY 
Neat Productions, Inc., of New 
York and Hollywood, in the Tribune 
Tower at 435 No. Michigan Ave., 
Chicago 11 (Phone WHitehall 4- 
3360) . 

Goetz’ previous activities include 
both film production and equipment 
manufacture. As a member of the 
engineering staff of the General 
Electric Company he worked on im- 
provements in sound motion pic- 
tures. Mr. Goetz has also served as 
an eastern district supervisor for 
The Jam Handy Organization and 
is motion picture sales program di- 
rector of the American Tobacco Co. 
Recently he has concentrated on in- 
dustrial contacts for the Ampro 
Corp. and Technical Services, Inc., 
in the Chicago metropolitan area. 


Commercial Illustrators Film Unit 
Is Directed By Boris Yakovleft 


* Boris YAKOVLEFF is directing a 
film division started by ComMeER- 
cIAL ILLUstTRATORS, INc., of Chi- 
cago, with production of 18 TV 
commercials for the Omar Packing 
Co. The C. I. Film Division will 
also make commercial motion pic- 
tures. 

Previously associated with pro- 
duction for Encyclopaedia Britan- 
nica Films, N.B.C. and the U. S. 
Bureau of Public Health, Yakovleff 
carried documentary techniques into 
the commercial field in his film ac- 
tivities for General Electric, Inter- 
national Harvester, Ford, Westing- 
house, Bell Telephone and others. 

* 


Birnbaum on City College Staff 


N. Birnsaum has been 
appointed assistant supervisor of 
the Audio-Visual Center of the Eve- 
ning and Extension Division, City 


College of New York. 
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Discuss TV Film Problems 

* What constitutes correct 
film quality for TV? This 
was the question uppermost 
in the minds of members of 
the Central Section of the 
Society of Motion Picture and 
Television Engineers when 
they 
tember 20. 

W. C. Eddy, Television As- 
sociates, speaking about film 
production techniques for tel- 
evision, pointed out that a 
great deal of the film pre- 
sented today is of poor pic- 
torial quality and does not 
reflect the advances in the art 
during the last'15 years. He 
also elaborated on the basic 
layout of motion picture de- 
sign desirable for video pre- 
sentation. 


met in Chicago Sep- | 


Video film production proc- | 


essing including the emul- 
sions in current use were 
covered in detail by George 
W. Colburn of the Colburn 
Laboratories at the meeting. 
He also devoted attention to 
the control limits and _tech- 
niques with respect to good 
quality in TV projection to- 
gether with review room con- 
ditions. 


McDonnell Aircraft Films 
“Demon” Jet for Navy Use 

* Seventh of the McDonnell 
Aircraft Company’s current 
films is a new film, scheduled 
for late Fall completion by 
Princeton Film Center, on its 
newest jet fighter, the “De- 
mon.” The picture will be 
used to acquaint Navy pilots 
with basic fundamentals and 
performance characteristics. 


Standard Oil of Indiana 
Starts Production on Film 

* A new addition to its mod- 
ern library of educational 
films on basic principles of 
lubrication is The Why of 
Automobile Lubrication, cur- 
rently being produced for the 
Standard Oil Company of In- 
diana at the West Coast studios 
of Jerry Fairbanks Produc- 
tions, 

The new 30-minute color 
film, featuring animation, will 
tell the story of oil and grease 
in modern transportation. 


Viking Announces Offices 

* The new offices, cutting and 
projection rooms of Viking 
Pictures Corporation are at 
1415 Howard St., Chicago. 
Sullivan C. Richardson is pres- 
ident of the film concern. 
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AMPRO 16mm SOUND PROJECTOR 


Serves Six Vital Management Needs 
Effectively, Easily, Economically! 


LIGHTWEIGHT, COMPACT... 
weighs only 29 lbs.... 
a woman can carry it! 


FAST, EASY SET-UP... 
An office boy can set 
it up ready to run in 
seconds! 


SHOWINGS... EASIEST TO THREAD... 
without interrupting patented “film cradle” 
for reel chan pampers film, too! 


= 


UNCONDITIONALLY GUAR- 
ANTEED BY AMPRO... 


CENTRALIZED CONTROLS... 
handy panel arrange- 


ment puts eve ing against defective ma- 
right at your finger- terials and workman- 
tips! ship! 


© Job Training 


© Personnel Relations 
© Public Relations © Production Problems 


© Product Marketing 
© Sales Training 


High-salaried executives and small businessmen alike agree that 
Ampro’s Stylist is the standout projector buy . . . and we've the 


letters to prove it! 


The amazing Stylist is so light that your secretary can carry it 
with ease—weighs only 29 lbs. And Ampro’s patented film cradle 
makes damaged film a near impossibility—threading is foolproof, 
too! Best yet, you can enjoy full hour showings without reel change. 
Add advantages like fast, easy set-up and simple centralized con- 
trols— you've got a lasting projector value by all comparisons. 


Put the Stylist to work on the six jobs listed above. § 00 
Get the facts—fill out the coupon for today’s mail! 3757 


AMPRO CORPORATION 
(General PrecisionEquip. Corp. Subsidiary) 


r——MAIL COUPON! WRITE NOW!——- 


Complete with 8” Speaker and Carrying Case 


Ampro Corporation 8S-9-51 

2835 N. Western Ave., Chicago 18, Ili. 

Rush me FREE illustrated literature on the 
amazing Ampro Stylist projector for industrial 
use... also folder on Ampro Model 690 Power 
Speaker. 


FOR BETTER SHOWS USE “THE AUDIO-VISUAL PROJECTIONIST’S HANDBOOK” 


* Many large U.S. business firms now use the 
Audio-Visual Projectionist’s Handbook to train 
employee projectionists. This graphic, illustrated 


manual contains step-by-step lessons on good show- 
manship; sells at only $1.00 per copy, postpaid. 
Order today from Business Screen, Chicago 11. 
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Ed Mayer Heads Sponsored Film 

Distribution for United World 

* Epwarp Mayer, promoted by 
Unirep Fitms, Inc. to na- 
tional sales manager of sponsored 
film distribution and community 
film circulation of United World 
Industry Services, brings to his new 
responsibilities 32 years of experi- 
ence in the distribution of all types 
of motion pictures in the non- 
theatrical field, but especially indus- 
trial and educational films. 

Mayer's recognition as an author- 
ity in the area of commercial dis- 
tribution dates from 1930, when he 
joined Castle Films, Inc., and orig- 
inated and developed industrial film 
distribution on a national scale. As 
a result, in 1933 he was advanced 
to general manager of the midwest- 
ern area to widen the operation in 
those states. Castle Films had gen- 
eral recognition as a leading dis- 
tributor of industrials when the 
company was acquired in 1946 by 
United World Films, Inc. 

United World since has not only 
enlarged its circulation facilities but 
has introduced new features of oper- 
ation. Mayer in his new post head- 
ing nationwide sales of United 
World Industry Service will have 
the facilities of five fully-equipped 
film exchanges in New York, Chi- 
cago, Atlanta, Dallas and Los An- 
geles, besides a number of con- 
trolled distribution points available 
for selective or concentrated selling 
drives. 

Mayer’s many contributions to 
the educational film field include 
authorship and lecturing on the use 
of all types of visual aids. He or- 
ganized and for years headed the 
Visual Education Department of the 
University of California, Extension 
Division. He co-authored a pictorial! 
history of that state, and edited Cur- 
rent Events, an illustrated weekly 
filmstrip service. 


Dempsey Is in Students’ Corner 
At DeVry's Technicians School 

* Students at DeForest’s Training. 
Ine., Chicago, a center of training 
of TV, radio and electronics tech- 
nicians, are not likely to “sass” the 
new director of student welfare. He 
is Jack Dempsey. President W. C. 
DeVry of the DeVry Corp. heads 
the educational institution with 
which the former heavyweight 
champion becomes permanently as- 
sociated. 


Cornell Issues New 16mm Catalog 
Cornet Company, Para- 
mount Building, New York 18, has 
issued a new catalog which is avail- 
able free on request. 
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Phillips and Seifried Promoted 
In Ampro Eastern Sales Lineup 
* R. B. Purcups has been ad- 


BUSINESS 


vanced by the AMPRo Corp. to Gov- 
ernment sales coordinator and East- 
ern Division manager and E, J. 
SEIFRIED is now division manager 
for Metropolitan New York. L. F. 
FaLiton will now handle the new 
mid-Atlantic territory. Both Sei- 
fried and Fallon will have head- 


| quarters at 92 Gold St., New York 
s | City; Phillips’ offices will be in 
Washington. 


Phillips, who was Southeastern 
Division manager, will head sales 
in Pennsylvania, Delaware, Mary- 
land, Virginia and the District of 
Columbia. Seifried had handled 
sales in the Mid-Atlantic area. 

The appointments followed the 
resignation of Frank B. Rogers, Jr., 
vice president and assistant general 
sales manager. 


E. J. Serrriep 


“Are Salesmen 
H uman 


Customers and prospects are! And — unless your sales- 
men understand and act according to good Human 
Relations — their sales will suffer. And so will you! 


Protect Yourself — And Them 


with | 


“HUMAN RELATIONS © 


IN SELLING’ 


One of the outstanding sound slidefilms in 


our “AGGRESSIVE SELLING SERIES” designed 


to solve the major problems encountered by 


ADDRESS REQUESTS TO: 


Racket Pictures, IJuc. 


| 
salesmen. | 


New Products: Three-Dimension 
Co. Shows Five Filmstrip Models 


* Five new filmstrip projectors and 
two types of filmstrip heads for slide 
projectors of the THREE Dimension 
CoMPANY constitute the advanced 
TDC line for the fall and winter. 
Optics improvements of the latest 
model slide projectors, for brilliance 
and cool operation, are applied to 
the filmstrip equipment. Besides 
glass pressure plates there are new 
physical developments for film han- 
dling to eliminate damage. 

Both single and double-frame 
filmstrips and 2 x 2 slides are used 
in the all-purpose models, equipped 
with 5” £/3.5 Trionar coated an- 
astigmat lens, manual self-center- 
ing slide changer and the TDC Se- 
lectron-Seminatic tray-loading slide- 
changer. The BSC, 200 watts, con- 
vection cooled, sells at $66.50; DSC 
300 watts, blower-cooled, $79.50; 
500SC 500 watts, blower-cooled, 
$97.50. A combination filmstrip 
head for TDC deluxe and Profes- 
sional 500 model slide projectors 
retails at $29.50. 

Here are salient details of the new 
single-frame filmstrip projectors: 
Model AS, 150-watt, convection- 
cooled with 5” £/4.0 coated Tridar 
anastigmat lens, $39.75; model MS 
300-watt, blower cooling, 5” £/3.5 
coated Triday anastigmat lens, 
$59.75. A single-frame filmstrip at- 
tachment for all TDC deluxe and 
Professional model slide projectors 
is priced $18.50. 

For a descriptive brochure write 
the Three Dimension Co., 4555 W. 
Addison St., Chicago 41, Il. 


Film-art Service Studios Formed 

Firm-art Service has opened 
new studios at 210 West 50th St., 
New York City. The firm will sup- 
ply story boards, animation, slide- 
films and special effects to indus- 
trial, educational and TV_ film 
producers. Service will be non-com- 
petitive to producer clients. 
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Santa Fe Film Tells Story of 
The Camera Behind the Camera 


* The Santa Fe Railway has just 
released a new film, A Picture Is 
Made, which is the pictorial story 
told by the camera behind the 
camera that filmed the recent Co- 
lumbia release, “Santa Fe,” starring 
Randolph Scott and Janis Carter. 

A 16mm sound and color film, 
running 22 minutes, the picture 
shows many of the ingenious meth- 
ods used in Hollywood to reproduce 
authentic action scenes from days 
gone by. It also features the tre- 
mendous amount of preparation in- 
volved in making a picture even 
before a single camera is set up. 

Some of the interesting points 
covered in the film include how 
night scenes are filmed in daylight. 
how huge desert wind storms are 
created and which scenes are shot 
on location and which on studio 
lots. 

The film may be secured on a 
free loan basis from the nearest | 
Santa Fe Film Bureau, the only| 
cost being return transportation | 
charges. | 
Sound Slide Film Trains Workers | 
For Honolulu Community Chest | 
* In order to stimulate its fund-| 
raising campaign, the Honolulu) 
Community Chest has been showing 
its 4,000 volunteer solicitors a sound | 
slidefilm, How to Be a Bell Ringer, 
produced by Pat Dowling Pictures| 
of Los Angeles. 

The slide film was written by lola | 
Rust, director of public relations for | 
the Honolulu Community Chest, and | 
photographed by Thomas Stanton! 
of the Dowling organization. 

Four different solicitors are por- 
trayed in the film showing the best | 
methods of fund raising in various, 
types of situations such as homes, 
small businesses, large industrial 
plants and through organizations 
which have their payroll deduction 
plans for contributors. 

On the general public side, the 
Chest is also showing a color motion 
picture produced by Dowling titled 
Your Dollars at Work which fea- 
tures scenes from the many agencies 


benefited by Chest funds. 


Lamson Corporation Film Available 


* Conveyors That Pay Dividends 
is a two-reel sound film which will 
interest all executives and foremen 
concerned with materials handling. 
The Lamson Corporation of Syra- 
cuse, New York, is the sponsor of 
the motion picture dealing with 
typical conveyor applications in 14 
different industries. In addition to 
industrial coverage, the film illus- 
trates the use of numerous types 
of conveyors and mechanisms for 
directing flow of traffic. 
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New Improved 
SPECTRA COLOR DENSITOMETER 


USED BY LEADING 
LABORATORIES 


The throat of the new Spectra Color Densito- 
meter is deep enough to measure to the center 
of an 11x14 plate or film...yet convenient for 
production control of both 16mm and 35mm 
motion picture processing. 


Filters furnished to read the Yellow, Magenta and 
Cyan densities. 


PHOTO RESEARCH CORPORATION catirornia 


EASTERN REPRESENTATIVES: CAMERA EQUIPMENT CO., 1600 BROADWAY, NEW YORK 19, N. Y. 


Linear density scale .0 to 1 covering full scale 
length with additional push-button ranges of 1 
to 2, 2 to 3 and 3 to 4. 


Reads Color and Black & White densities—de- 
fused visual and print densities. The final answer 
to processing control. 


The illuminated plate of the Spectra Color Den- 
sitometer makes it easy to center the area where the 
density is desired to be read, whether it be a step 
in a test strip or a small spot in a picture area. 


Write for complete descriptive 
material, delivery date and prices 


THIRD EDITION OF THE IN 


DEX OF TRAINING FILMS NOW AVAILABLE 


* The Third Edition of The Index of Training training and vocational classroom use is now avail- 
Films, widely-used and authoritative reference able. Nearly 2800 titles are listed, together with 
listing all free-loan, rental and low-cost purchase complete sources. THe INpEX lists at only $2.00. 
sound films and slidefilms available for industrial Order today from Bustness Screen, Chicago 11. 
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* No. 1: Catalog. 76 pages: West- 
INGHOUSE SouND Fitms 1951. No 
charge. Available from Film Di- 
“ision, Westinghouse Electric Cor- 
poration. Box 868, 511 Wood S:., 
Pittsburgh 30, Penn. 

* Information well arranged for 
quick reference is tastefully pre- 
sented in a blue-and-orange print- 
ing that makes the new Wes.ing- 
house film catalog a work of art and 
utility, replete with illustrations. Set 
off is a listing of special interest 
groups for each of the 65 films, as 
are details of film size, projection 
time, type and shipping weight. 

The films are classified in three 
sections: (1) General Interest (15 
films): (2) Product Information 
(34 films): and (3) Training films 
and instruction courses (16 films). 
The productions are directed to 
more than 60 fields of industrial, 
farm, school, home economics and 
civic activities. 

Three films described which are 
not available until May 1, 1951, 
are: It's a Honey (DC welding). 
Look for the Inside Story (tele- 
vision) and Hints on Electrical 
Servicing. These are in color as well 
as sound, 

Fourteen of the subjects are 
slidefilms. One on Radar is in three 
parts, each running 10 minutes. 
Two films in this category are in 
color: Save Our Sight (on class- 
room lighting), and Making Your 
Kitchen Efficient (script supplied). 

All the films are free loan, excep! 
three slidefilm courses for pur- 
chase: Electrical Measuring Instru- 
ments (seven subjects, total projec- 
tion time 60 minutes); Electronics 
at Work (ten subjects, 110 min- 
utes) and Radio-Frequency Heating 
(fifteen subjects, 150 minutes). 
Each course includes an instructor’s 
manual and class text booklets. 

Fourteen million persons viewed 
Westinghouse films jast year, says 
the catalog. 

* 

No. 2: Rererence Guipe on MAn- 
POWER For Propuction. No charge. 
Write Distribution Center, Cornell 
University School of Industrial and 
Labor Relations, Ithaca, N.Y. 

* A 17-page listing of selected ref- 
erences on these topics: manpower 
mobilization: mobilization of teen- 
agers, minority groups, women, the 
handicapped, and part-time work- 
ers: reducing accidents and im- 
proving safety; increasing man- 
hours worked; cutting down ab- 
senteeism; increasing productivity 
and individual efficiency. 


Business Screen Reference Shelf 


FREE AND LOW-COST LITERATURE FOR THE FILM USER 


Hich Speep Puotocrarny, Vol- 
ume 3. 160 pages. Third in series 
of technical reprints. $2. Society 
of Motion Picture and Television 
Engineers, 40 W. 40th St., New 
York City 18. 

* Besides 11 articles, the paper 

bound volume contains a_ biblio- 

graphy of almost 600 references on 
cameras, lighting, oscillography, 

Schlieren optics, applications of 

scientific photography including 

x-ray, and in addition a cumula- 
tive index to the 44 articles that 
have appeared in the three volumes 
published by the Society. 

The composite reprint is of ar- 
ticles of special interest to photog- 
raphy in engineering and research 


that appeared in the SMPTE Jour- 
nal from January 1950 through 
January 1951. 
No. 4: CataLoc or CopyRiGHT 
Entries. Motion pic‘ure section. 
Subscription to the motion pic- 
ture section of the Catalog is $1 
a year; single copies, 50 cents. 
Write Copyright Office, Library 
of Congress, Washington 25, D.C. 
® rrepared primarily as a record 
of copyright registrations, the Cata- 
log describes 1,090 theatrical and 
non-theatrical films and _filmstrips 
copyrighted in the first six months 
of 1950. Production data include 
release date, size, color, running 
time, contents, credits and cast, 


SOUND 


Sruce 


FRENES 


1909 BUTTONWOOD STREET PHILA. 30, PA. - 
RittenHouse 6-1686. 


Droducers of Dine 


35 MM-16 MM-COLOR-BLACK & WHITE 


SYSTEM 


BUSINESS SCREEN MAGAZINE 


liierary source and official copy- 
right date. 

Older motion pictures are listed 
separately. There is a subject in- 
dex; films produced for television 
are listed in the classified index, 
and a third index lists alphabetically 
the copyright claimants, producing 
companies, sponsors and authors. 

* 
TV Facrsook No. 13, published 

July 15, 1951. Semi-annual. $5. 

96-pages. Television Digest, 1519 

Connecticut Ave., Washington, 

D.C. 

* A listing of 465 companies pro- 
viding films and other programs to 
TV stations is a feature of the edi- 
tion, which includes a TV wall map 
of the United States, with status of 
stations and networks, both Bell cir- 
cuits and private relays. 

The publication includes person- 
nel and facilities data of all 107 
TV stations and four networks, also 
actual and proposed stations in 
Latin America and Canada; tabu- 
lation of the frozen 416 applica- 
tions pending, official tables of pres- 
ent VHF and proposed new VHF 
and UHF channel allocations; a pop- 
ulation- dwelling-sales analysis of 
the 162 most important markets of 
the U. S., directories of engineers, 
attorneys and related services. 

Brought up to date are directories 
of manufacturers, lists of station 
sales representatives, labor unions, 
trade groups and research com- 
panies, tabulations of receiver pro- 
duction since 1946 and sets-in-use 
by areas. 

SOUND SLIDEFILM Gurpe, Fifth Edi- 
tion. 1,000 available films. $1. 

Operadio Manufacturing Co., St. 

Charles, Ill. 

* Besides an alphabetical index by 

title, and a description of each film, 

the 68-page booklet lists more than 

150 sources. Purchase and rental 

prices are given; if the film is avail- 

able for free loan the fact is noted. 
* * 


PLANNING FOR EFFECTIVE PROJEC- 
TION. Reprint. Free. Write Da- 
Lite Screen Co., Inc., 2711 N. 
Pulaski Rd., Chicago 39, Ill. 

* A “face-lifting” of the company’s 

a-v aid for audio-visual directors. 

for showmanship in film presenta- 

tions. 

Projection Data Carp. Reprint. 
Free. Write Da-Lite Screen Co., 
Inc., 2711 N. Pulaski Rd., Chi- 
cago 39, Ill. 

* This is a reprint of the com- 

pany’s Projection Data Card which 

was introduced several years ago 
for the convenience of audio-visual 
directors. 
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Measure Time AccuraTety. 20 
pages. Bell & Howell Co., 7100 
McCormick Rd., Chicago 45, Ill. 

* Acquainting companies’ 

tives with the money saving to be 

had by the film method of time and 
motion study is the objective of 


execu- 


the publication. Noted is the fact 
that Bell & Howell has a nationwide 
network of visual specialists to help 
industrial personnel use the equip- 
ment. 

Generously illustrated, the book- 
let discusses in detail how the film 
method can be used to establish 
standard performance rates, prove 
the fairness of production require- 
ments, improve and safeguard uni- 
form quality of product or service, 
eliminate wasteful rehandlings, spot 
faulty action and points of wear, 
and train employes quickly and 
effectively. 

Emphasized is the assertion that 
rapid cycle operations can be meas- 
ured down to 1/4000 of a minute. 

In a defense preparedness econ- 
omy, with time and motion studies 
vital to wage incentive plans, the 
motion picture provides a simple 
and effective medium for measure- 
ment, Bell & Howell points out. 
First, a telephoto lens permits a 
closeup picture without distracting 
the operator. The camera records 
only actual performance, films can 
be stopped at any point for re-run, 
split seconds can be stretched into 
minutes, bringing into clear focus 
false movements not seen in actual 
operation. Correct methods are 
easily illustrated to new employees, 
and experienced workers can be 
convinced by before-and-after mo- 
tion pictures. 


Motion Pictures For HEALTH 
ProcraMs. Catalog. 50 cents. 
Health Publications Jnstitute, 
Inc., 216 No. Dawson §t., Ra- 
leigh, N. C. 

* The increasing attention of Gov- 

ernment, industry, schools and pub- 

lic to the use of films in the study 
of mental health makes the catalog 

a timely addition to any library. 

The most widely used productions 

in this category are described, with 

full details regarding running time, 
sound and color or black and white, 
and sources. 

The National Institute of Mental 
Health, of the Public Health Serv- 
ice of the Federal Security Coun- 
cil, had the cooperation of the 
Health Publications Institute in pre- 
paring the compilation, which 
should be of special service to civic 
groups, parents-teachers associa- 
tions, churches and other organiza- 
tions. 

Films are grouped as follows: 
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child and family, marridge, mental 
health problems, physiology of hu- 
man reproduction, teacher educa- 
tion, and miscellaneous. 


* * 


CataLoc. Guide to a-v materials 
on industrial and labor relations. 
Free. Distribution Center, New 
York State School of Industrial 
and Labor Relations, Cornell 
University, Ithaca, N.Y. 

* A 47-page listing of films, film- 

strips and recordings used by man- 

agement, unions and educators fea- 
tures the publication prepared by 

Cornell University’s instructional 

materials laboratory. 

The nine subject areas are: In- 
dustrial safety, labor history, edu- 
cation and training, supervisory 
training, steward training, econom- 
ics, politics and social welfare, hu- 
man relations, and industrial his- 
tory and processes. Data include 
title, length, source and description. 


Cotor PHotocrapHy Mabe Easy. 

98 pages. 714,” x 544” booklet. 50 
cents. Revised and expanded edi- 
tion of “Booklet on Color Photog- 


raphy.” Obtainable at all photo- 
graphic stores handling Ansco 
products. 


* The latest information on the 
uses and handling of Ansco Color 
Films and Ansco Color Printon 
covers indoor and outdoor photog- 
raphy, motion picture and still, ana 
processing. For the advanced pho- 
tographer are technical data on film 
structure, color formation, correc- 
tion of improper exposure by selec- 
tive reducing; salvaging of trans- 
parencies and the making of 
black-and-whites and “dupes” from 
color transparencies. 

In separate sections, for basic 
and advanced users is material on 
filters, exposure mete’s, lighting 
and processing equipment, develop- 
ment and printing lists, and the 
latest techniques for good color 
photography, with flash and ex- 
posure guides. 

* * 

Ties on Movie LENSES AND FIL- 
TERS. 32-page booklet. 5 cents. 
Bell & Howell Company, 7100 
McCormick Rd., Chicago 45, Ill. 

* Fifth of a series of “Tips” book- 

lets, this publication on lenses and 

filters for motion picture cameras 
is designed for the beginner and 
the amateur. 

Discussed are these subjects: why 
more than one lens?, selecting ac- 
cessory lenses, guides to BKH 8mm 
and 16mm lenses, a simple guide to 
better movies, use of the lenses, see- 
ing what the lens sees, the filter, 
caring for lenses and filters, the 


camera speed-shutter speed chart. 
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AURICON 


16 mm Sound-On-Film 
THE CAMERA THAT HEARS WHAT IT SEES! 


CINE-VOICE 
Photograph a sound track along one edge of your ki 3 
picture film with the Auricon “Cine-Voice” 16mm 
Camera. Same film cost as old-fashioned silent 
movies! Play back your own talking pictures on 
any make of 16mm sound projector. Also used Pe ae 
for Television film Newsreels, Commercials, etc. peed ie 
Write for free illustrated “Cine-Voice” Folder. : 


$695.00 
With 30 day 
money back 
Guarantee 


AURICON-PRO 


+ 200 ft. film capacity for 5% minutes of 
continuous sound-on-film. 


+« Self-blimped for quiet studio operation. 


+ Synchronous motor for single or double 
system sound-recording work. 


+ Studio finder shows large upright image. 


7387 BEVERLY BLVD., LOS ANGELES 36, CALIF. 


Write today for Free 
Auricon Camera Catalog 


SUPER-1200 | 


KK Two independent Finder Systems plus 
instant Ground-Glass Focusing through 
the Camera lens. 


KK Self-Blimped for quiet Studio operation. 


K 1200 foot film capacity for 33 minutes 
of continuous recording. 


x — Shutter for fades or exposure 
control 


$4315. 65 complete for sound. -on- 
film...lenses addi 
without sound for $3377. 0 


MANUFACTURERS OF SOUND-ON-FILM 
RECORDING EQUIPMENT SINCE 1931 
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DISTRIBUTION 


(FOR 28 YEARS) 


Nation Wide 
or “Cut to Fit” 


Under the 


Personal Supervision 


of 
Frances and C. L. Venard 


PEORIA 2, ILLINOIS 


POSITIVE tion of old, new, and used film. 
Continued patronage by leading busi- 
FILM ness firms, universities, film libraries, and 
users, to the success- 
a r ul results we are ac ng in processi 
PROTECTION their lémm, 35mm, inals, Kode. 


chromes, and Prints. 
For full information, write for 


_ booklet BS. 
8Y RAPID FILM TECHNIQUE INC. 
21 W. St, NY. 19 
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Penn-Navy Research: 


(CONTINUED FROM PAGE 40) 


cal black-and-white production, The 
Care and Use of Hand Tools — 
Wrenches, and a general informa- 
tion type color production, Snakes. 
Six experimental versions were pre- 
pared: the base or control film; a 
repetition version (two prints of the 
base film spliced for projection in 
continuous succession; a “persistent 
questions” version with multiple- 
choice questions inserted every 32 
seconds; a “persistent statements” 
version with reinforcing statements 
inserted each 32 seconds; a “me- 
dium questions” version, containing 
every alternate question of the “per- 
sistent questions” film, so that there 
was a question every 64 seconds; 
and finally a “medium statements” 
version with every alternate state- 
ment of the “persistent statements” 
film, thus presenting a statement 
every 64 seconds. 


Using 3,039 tenth-grade students 
of seven Pennsylvania high schools 
in the study, analysis was made of 
the test scores of 1,332, consisting 
of 111 boys and 111 girls of each 


of six schools. 


After a motivating introduction 
a list of the more difficult words in 
the Wrenches film was read aloud, 
and then the film was projected. 
For the questions versions the pro- 
jected questions were answered on 
special sheets during the showing, 
with eight seconds allowed for each. 
The incorrect alternatives faded 
from the screen, leaving only the 
original question, the number of the 
correct answer and the correct an- 
swer. The special answer sheets 
were not collected; the students did 


Gue-Twa At Venice... 


in their class. 


709 ATLANTIC BLDG. 


Of the fifteen U. S. films awarded prizes at the 1951 
international Film Festival in Venice, the two produced from 
scripts written by our staff won first and second places 


THE COMPLETE FILM WRITING SERVICE 


GUARANTEED ACCEPTABILITY 


930 F STREET NW *% WASHINGTON 4,0.¢C. * 
* IN NEW YORK, ENTERPRISE 6535 * 


EXECUTIVE 5941 


their own grading. The statement 
versions did not require this student 
participation. Immediately after the 
showing of the Wrenches film the 
test booklets and IBM answer sheets 
were distributed. Thirty-minutes 
working time was allowed on each 
test. Then the entire procedure was 
repeated on the Snakes film. Four 
weeks later the students were given 
the same tests again, to measure re- 
tention of learning. 

Conclusions and Applications: 
Proved was the effectiveness of 
mere repetition to increase learn- 
ing by film showings. For both 
boys and girls and with both films, 
items not specially emphasized by 
either questions or statements were 
usually learned better when pre- 
sented twice in the repetitive ver- 
sion than when shown in any of the 
other versions. No version main- 
tained the uniform superiority of 
the twice-shown original film. The 
results of the retention tests par- 
alleled those given immediately. 
While material generally was 
learned better when emphasized by 
either statements or questions than 
when shown only once without em- 
phasis, all differences were small 
and scarcely seem to justify the cost 
of insertion of statements and 
questions. a 


NOTEWORTHY PICTURES 


Two Law Enforcement Training 
Films Made for FBI by Byron 

* Two law enforcement training 
films produced for and under the 
direct supervision of the FEDERAL 
BUREAU OF INVESTIGATION are the 
two-reel subjects Defensive Tactics 
—Your Personal Weapons and Ar- 
rest, completed by Byron, Inc. Dis- 
tribution is restricted to agents, 
police and other law enforcement 
efficers. 


Prize Cartons Pass in Review 

* Paper cartons at their best are 
demonstrated by the winners in the 
1951 competition conducted by the 
Fotpinc Paper Box AssociaTION 
oF AMERICA in a color and sound 
slidefilm made for the association 
by the Attas Fitm Corp. The title 
is Cream of the Carton Crop. 


Training Film for Underwriters 

* A training film completed for the 
Union Central Life Insurance Com- 
pany by Bert Johnston Productions, 
Inc., is The Vein Is Rich, 27-minute 
motion picture. 


SPLICES NOT HOLDING? 


Try 
Jefrona All-Purpose Cement! 
Write for free sample 
Camera Equipment Company 
1600 Broadway, N. Y. 19, N. Y. 
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Tel-A-Story Slide Projector 


New Tel-A-Story Automatic 

Slide Projector for Display Use 

* Tet-a-Story, 12-pound automa- 
tic slide projector, is a low-priced 
advertising and public relations 
medium made with point-of-sale 
compactness to fit into little space 
on counters, display racks or on the 
floor. The measurements are 71” 
x 10” x 20”, 

The new projector, fully guaran- 
teed for noiseless and trouble-free 
performance by TEL-a-Story, INc., 
517 Main St., Davenport, Iowa, sells 
at $99.50. 

Twelve 35mm 2” x 2” slides, in 
color or black and white, are used 
and are changed automatically ev- 
ery 6 seconds, for repetitive im- 
pact. A sharp and clear 6” x 9” 
picture is projected. The lens is 
2”f3.5 Anastigmat coated; the lamp 
125-watt, 200-hour. 

A synchronous motor is used, 
115V.50-60 cycle A.C.; a 10-foot 
rubber-covered power cord supplied, 
and construction is of light gauge 
steel, with Baked Wrinkle paint 
finish. Tilt range is 30 degrees up 
or down. There is an off-on switch 
to motor and lamp, “hold” switch 
for “stop picture” use. Timing, sta- 
tionary, is 6.1 seconds; travel time, 
1.9 seconds. 


Kling Is Arriflex Agent in U.S. 

* A 16mm version of the ARRIFLEX 
35mm motion picture camera is ex- 
pected later this year, according to 
the Puotro Suppiy Corp., 
235 Fourth Ave., New York City 3 
which has been named sole U.S. 
agent of Arnold & Richter k.G. 
Munich, Western Zone, Germany, 


manufacturer. 


New Film Leader from SMPTE 

* Eliminating “blind” switching of 
telecast films and permitting syn- 
chronous threading of all 16mm 
projectors are the results reported 
from tests of a new film leader for 
motion picture prints now being 


distributed to producers and labora- | 


tories by the Society of Motion Pic- 
ture and Television Engineers. The 
new design makes special TV pro- 
visions. 


Four Film Leaders Now Offered 

In Bulk by Eastman Kodak 

* Four film leaders, both 16 and 
35mm, now being offered in bulk 
by the Eastman Konak ComPaANy 
include: 

Eastman No. 3 Clear Safety 
Leader, transparent support .0055” 
thick; Eastman No. 6 Black and 
White Opaque Safety Leader, 
.00825” thick, black on one side, 
white on the other, and used in 
various types of processing ma- 
chines; these two leaders in 1,000- 
foot lengths, occasionally shorter 
rolls; 16mm rolls packed two to a 
can, 35mm one roll per can. 

Eastman No. 6 Green Safety 
Leader, .0095” thick, for processing 
machines with long life the first 
consideration, maximum length 800 
ft. 16mm or 35mm; and Kodak 
White Leader, .0060” thick, previ- 
ously known as the Customers’ 
Leader in bulk length, 8, on 50-ft. 
reels, 16mm 100 ft. also 16mm 
1,000 ft. on a Tenite cord. 

These leader films are supplied 
with sound or silent perforations 
or unperforated, but in other sizes 
than those noted will be handled as 
special orders. 


50 Join Sales Leaders Club 


* For exceeding their quotas last 
year, fifty salesmen of the RCA 
Engineering Products Department 
have been made members of the 
Sales Leaders Club, Manager H. C. 
Elwes of the department's Field 
Sales Coordination Section an- 
nounced following the general sales 
meeting at the RCA Victor head- 
quarters in Camden, N. J. 


You should own the McGraw-Hill book 
FILMS IN BUSINESS AND INDUSTRY 


by 
HENRY CLAY GIPSON 
FILMFAX PRODUCTIONS 


President of 


Filmfax produces motion pictures and slide- 
films for all business purposes but special- 
izes (with a production background of over 
220 titles) in color filmstrips for use in 
education. 


$4.50 postpaid from FILMFAX PRODUCTIONS, 10 East 43rd St., New York 17, N.Y. 


YOUR FILM 


EVERY film user needs efficient 
storage and filing space. Neumade’s 
practical, specially designed steel 
cabinets are Fireproof, Dust proof, 
and Humidified, affording you 
maximum protection for your film. 
All models come in olive-grey 

1 with polished chrome han- 
dies and hinges. 


Model MM-119 — (Illustrated) Film 
filing cabinet. Individual reel index 
plus master index; door has a lock as 
well as three point latching device. 
70” high, 30” wide, 16” deep. 
CAPACITY 40 — 400 ft. reels; 20 — 
800 ft. reels, 20 — 1200 ft. reels; 
20 — 1600 ft. reels; 100 filmstrip 
cans. Utility drawer in base. 


Over Fifty Models to Choose From, but Neumade engineers 
are available without obligation to assist you with your 
particular requirements when necessary. 


Write today for Free fully illustrated Catalog. 


PR CTS 


CORP. 
330 W. 42nd St., 


New York 18, N. Y. 


Dept. 
I Please a, me information on the Motion Picture 
| “HELP WANTED.’ 


The basic principles of First Aid are portrayed in 
Johnson & Johnson’s film ‘‘Help Wanted.” This 16- 
mm. sound picture contains interesting and impor- 
tant information. Thirty minutes of realism. 

If you want to give a showing to groups interested 
in First Aid, send the coupon below. No charge, 
except you pay the return postage for the film. 


| JOHNSON & JOHNSON 
NEW BRUNSWICK, N.J. 


NAME 
ADDREss.. 
CITY STATE 
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BUSINESS SCREEN IS THE PREFERRED “BUYER’S GUIDE” 
USED BY OVER 7,000 LEADING U. S. FILM SPONSORS 


SALES - SERVICE - RENTALS 


CAMERAS-MOVIOLAS-DOLLYS 


FRANK C. ZUCKER 


(x Equipment (O 


SQ YORK CITY 


Science Pictures, Inc., in New 
York, has made something of a 
specialty of doing the hard jobs 
that few producers seek. One ex- 
ample of this is a recent production 
for the Bulova Watch Company 
(through the Biow Company). 
1,600 motion picture spots and sta- 
tion breaks were involved in the 
undertaking, each one different 
from the other, and each contain- 
ing composite animation, optical ef- 
fects and black light photography. 
Station breaks were prepared for 
every TV station in the country 
with moving second hands indi- 
cating four or five different hours 
of the day. During the height of this 
job Science Pictures’ production 
supervisor, John Lewis, was turn- 
ing out some 88 animated negatives, 
35 feet long, per day. 


Color Filmstrips for Life 

A series of eight filmstrips for 
LiFe, now in work, involves repro- 
duction of all sizes and varieties 
of color originals, some greatly 
varying in quality and tone. Prob- 
lem here has been to produce a 
strip, color corrected from the 
original, to provide a true but har- 
monious series of pictures, each of 
which, however, had to be framed 
in a neutral gray background con- 
taining captions. In addition to 
Ansco Color, Ektachrome, and Ko- 
dachrome used in the series, Sci- 
ence Pictures has been experiment- 
ing with Eastman’s Negative-Posi- 
tive color process in an effort to 
provide the most realistic color re- 
production possible — in effect, to 
match the magazine’s photo en- 
graver’s skills in a filmstrip presen- 
tation. 

In Science Pictures’ shops a new 
improved model of the “First Per- 
son Photographic” unit has recently 
been completed. This gadget is an 
adjustable steel frame and mirror 
device which permits a right side 
up view of a man’s hands perform- 
ing a task to be photographed with 
varying focal length lenses. This 
results in a screen image exactly 
as the man’s eyes would see it. 
For technical training it promises 
a great improvement over over-the- 
shoulder shots. It enables the trainee 
to see the job as he would be doing 
and from his exact viewpoint 
whether his eyes would be close 
to the work or several feet away. 
Mounted on the unit is a trans- 
former permitting control of lights 
to insure exact color temperatures. 


Keeping Ahead in Pictures 


NEW YORK STUDIO SPECIALIZES IN UNUSUAL JOBS 


It is compact enough that lights, 
tripod, brackets and camera may 
be moved into a location all in one 
piece. 

A new film based on the paint- 
ings of Grant Wood is now in pro- 
duction on John Lewis’ much be- 
gadgeted animation stand. Similar 
in technique to Bob Flaherty’s and 
Roy Snyder’s Academy award win- 
ning The Titan, Grant Wood will 
also create the illusion of space and 
motion on still subjects by a mov- 
ing camera. Far from being static, 
the paintings take on a new emo- 
tional value and tension when com- 
bined with zooming cameras, music 
and a narration by Henry Fonda. 


Art in Three Dimensions 

A clever girl artist, Ann Wolf, 
working with Science Pictures, has 
produced the art work for a new 
sales promotion filmstrip for the 
Dell Publishing Company. Miss 
Wolf's work is unusual in that every 
part of her “drawings” is made 
from paper cut-outs, even down to 
the smallest components, such as 
eyes. The result is not only striking 
in itself as art work, but gives an 
attractive third dimensional effect 
that would be difficult to achieve 
by any other method. 
Ep. Note: This report, on recent 
activities in one producer’s shops, 
is typical of the ingenuity business 
film makers are constantly showing 
to keep their medium in advance of 
any other means of communicating 


ideas. 


Ekco Products TV Commercials 


* A series of four 60-second TV 
commercials on Ekco Propucts’ 
Flint cutlery, kitchen tools and Best 
Mixer is being filmed by Sarra, 


Business Firms, Libraries, Advertising Com- 
panies, Film Distributors, etc., Vacuumate 
Corporation offers quick relief for film head- 
aches. 

BY TAKING OVER COMPLETE 

FILM HANDLING PROBLEMS 


@ FILM PROCESSING 

If only @ single © CLEANING 
ree 
@ REPAIRING 
will serve you @ SHIPPING 
well. Write for @ STORAGE 

—— All bookings promptly 

filled. 
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SCRIPT PREPARATION 
TITLES AND ANIMATION 
PHOTOGRAPHY 

SOUND RECORDING 


RE-RECORDING 
from magnetic tape or film 
MUSIC LIBRARY 


EDITING AND CONFORMING 


GEO. W. COLBURN 
LABORATORY, INC. 


164 NORTH WACKER DRIVE, CHICAGO 6, ILLINOIS 


Edge-Numbered Work Prints—Color.Masters— 
Duplicate Negatives—Release Prints 


Complete Technical and Editorial 
Services to 16 mm Business, Educa- 
tional and Religious Film Producers — 


RELE 
FILM serv 
35 
M 
16 
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Far-Flung Operations of Long-Bell 
Lumber Co. Reflected in New Picture 


Sponsor: The Long-Bell Lumber Company. 
Title: Tree to Trade, 20 min., color and sound, 
produced by the Rarig Motion Picture Com- 
pany. 
* Compression of vast distances to place be- 
fore an audience the far-flung operations of a 
company from the Canadian line to the Gulf of 
Mexico is not the least contribution of a motion 
picture to the selling of its products. This is one 
of the major impressions left by Tree to Trade. 
Another is a double-barreled lesson in conserva- 
tion, not only in replanting to offset cuttings 
but also in utilization of the timber all the way 
down to the sawdust, not to mention the pre- 
cautions against fire. 

The production approaches its subject with the 
thesis that it is practical to grow timber as a 
crop, and shows a pine tree plantation laid down 
in 1929, the marking of the mature trees for 
cutting and then the operation itself, noting that 
after reaching maturity a tree is a potential 
menace to the crop. 

Planes patrol the area, take aerial photos. 
Humidity readings are carefully watched. 
(Would that campers and motorists were half 
as painstaking to avoid starting conflagrations) . 

Wood crops of Long-Bell shown in the pro- 
duction include Douglas fir, Ponderoso and other 
pines, and hemlock. The huge logs, cabled four 
together, are picked up by electrically operated 
skidders, and maneuvered aboard flatcars. At 
the mills preservatives are applied and the timber 
is treated in high pressure chambers after jet- 
streaming the bark. 

Then follows a host of operations in the manu- 
facture of lumber for many differing uses. We 
see plywood veneer sheeting, the sanding ma- 
chine at work, panels being made. The sawyer 
watches the face of the log for changes in wood 
structure and signals the thickness. Multiple saws 
cut the wood to varying lengths. Resaw camps 
prepare the nonconforming timber and lumber 
for special uses. We are shown the trim tables, 
greenstage grading, automatic stacking for uni- 
form drying, the making of several kinds of 
flooring, the glue-up process, the accuracy of 
window framé production. Finally there are the 
designers drawing patterns for uses of odd rem- 
nants that once would have been dumped to rot. 

Overall is an adept use of color in conserva- 
tive, natural tones, with an off-screen narrative 
tying the many activities presented. R 


KRESGE’S NEW SLIDEFILM PROGRAM 
(CONTINUED FROM PAGE THIRTY-SEVEN) 


on incoming personnel, we'll be in better shape 
than ever. I plan to make every effort to improve 
our screening and hiring—our indoctrination, 
through store tours, and the advisor system—our 
training and retraining in all phases of the work 
—and supervision based on good methods of 
personnel handling. 

“Progress along these lines will do plenty 
toward reducing turnover. As a matter of fact, 
there are so many things we can’t do anything 
about these days, that it’s a relief to find some- 
thing we can do something about! And there'll 
never be a better time to do it. Let’s Turnover— 


a New Leaf!” 


This Model 119 
Compco reel in the 
new 600 ft. (16mm.) 
size holds a complete 
15-minute sound or 
25-minute silent program. It is clearly 
marked with scales for footage and for 
running time in minutes . . . is durabl 

made of high grade tempered steel, 
finished in scratch-resistant, baked-on 
hammertone gray enamel . . . and has 
the exclusive ‘““Compco Clip” that 
makes fast and easy, even in 
the dark! Model 120 Film Can fits this 
reel. Fibre Shipping Cases also avail- 
able. Write for catalog. 


Film 
Sponsors 
ARE TURNING TO Ideal 


BECAUSE 


*, Ideal is the 
only sponsored film distributor 
to advertise its titles in multi- 
million circulation consumer 
magazines, such as 


Eaquirt. and Coronet 


assuring you of an adult audience 
for your films...another IDEAL 


exclusive ! 


Ideal Pictures 


CORPORATION 
Dept. A-111, 65 E. South Water St. 
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puCc | 
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EASTERN STATES 


CONNECTICUT 
Rockwell Film & Projection 
Service, 182 High St., Hartford 5. 
Eastern Film Libraries, 148 Grand 
Street, Waterbury 5. 


¢ DISTRICT OF COLUMBIA ¢ 

Jam Handy Organization, Inc., 
Transportation Bldg., Washing- 
ton 6. 

The Film Center, 915 12th St. 
N.W., Washington. 


MARYLAND ¢ 


Robert L. Davis, P. O. Box 572, 
Cumberland. 


Howard E. Thompson, Box 204, 
Mt. Airy. 
MASSACHUSETTS 
Bailey Film Service, 59 Chandler 
Street, Tel. 4-0214, Worcester 8. 
Cinema, Ine., 234 Clarendon St., 
Boston 16. 


NEW HAMPSHIRE 


A. H. Rice Co., Inc., 78 West Cen- 
tral Street, Manchester. 


e NEW JERSEY ¢ 
Slidecraft Co., 142 Morris Ave., 
Mountain Lakes, N. J. 
NEW YORK 
Association Films, Inc., 35 West 
45th Street, New York 19. 
Buchan Pictures, 79 Allen St., 
Buffalo. 
Charles J. Giegerich, 42-20 Kis- 
sena Blvd., Flushing. 
Comprehensive Service Co., 245 
W. 55th St., New York 19. 
Crawford & Immig, Inc., 265 W. 
14th St., New York City 11. 
The Jam Handy Organization, 
Inc., 1775 Broadway, New York. 
Ken Killian Sd. & Vis. Pdts. 
P. O. Box 364 Hempstead, N. Y. 
Mogull, Film and Camera Com- 
pany, 112-114 W. 48th St., New 
York 19. 
Parome!l Co., 40-18 Astoria Blvd., 
South, Long Island City 3. 
Jack Patent, 13 East 37th Street, 
New York 16. 

S. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 19. 
Specialized Sound Products Co., 
551 Fifth Ave., New York 17. 
United Specialists, Inc., Pawling. 

Visual Sciences, 599BS Suffern. 


PENNSYLVANIA 
Jam Handy Organization, Inc., 
930 Penn Ave., Pittsburgh 22. 
J. P. Lilley & Son, 277 Boas St., 
Harrisburg. 
Lippincott Pictures, Inec., 4729 
Ludlow St., Philadelphia 39. 


RHODE ISLAND e 


Westcott, Slade & Balcom Co., 
95-99 Empire St., Providence 3. 


WEST VIRGINIA 

J. G. Haley, P. O. Box 703, 
Charleston 23. 

Pavis, Inc., 427 W. Washington St., 
Phone 2-5311, Box 6095, Station 
A, Charleston 2. 

United Specialties, 816 W. Vir- 
ginia St., Charleston 2. 

Theatre Service & Supply Ce., 
Phone 24043, Box 1389, Hunting- 
ton, 


_SOUTHERN STATES 
* ALABAMA 


Stevens Pictures, Inc., 506 Eight- 
eenth St., North, Birmingham. 


FLORIDA 
Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 
Southern Photo and News, 608 
E. LaFayette St., Tampa. 


GEORGIA 
Colonial Films, 1118 W. Peachtree 
St., N.W., ATwood 7588, Atlanta. 


Stevens Pictures, Inc., 101 Walton 
St., N. W., Atlanta 3. 


LOUISIANA ¢ 
Stanley Projection Company, 
211% Murray St., Alexandria. 
Stevens Pictures, Inc., 1307 Tu- 
lane Ave., New Orleans. 


Stirling Visual Education Co., 
1052 Florida St., Baton Rouge. 
Delta Visual Service, Inc., 815 

Poydras St., New Orleans 13. 


HarFilms, Inc., 600 Baronne St., 
New Orleans. Since 1915. 


MISSISSIPPI 
Herschel Smith Company, 119 
Roach St., Jackson 110. 


Jasper Ewing & Sons, 227 S. State 
St., Jackson 2. 


TENNESSEE 
Southern Visual Films, 687 
Shrine Bldg., Memphis. 
Tennessee Visual Education 
Service, 416 A. Broad St., Nash- 


ville. 


VIRGINIA e 
Capitol Film & Radio Co., Inc., 
19 W. Main St., Richmond 20. 
National Film Service, 202 E. 
Cary St., Richmond. 
Tidewater Audio-Visual Center, 


617 W. 35th St., Norfolk 8, Phone 
51371. 


USE THIS DIRECTORY TO LOCATE THE BEST IN 


A NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 


ARKANSAS 
Democrat Printing and Litho- 
graphing Co., Little Rock. 
Grimm-Williams Co., 115 W. 
Sixth Street, Little Rock. 


MIDWESTERN STATES 
ILLINOIS 
American Film Registry, 24 E. 

Eighth Street, Chicago 5. 
Association Films, Inc., 79 East 
Adams St., Chicago 3. 
Jam Handy Organization, Inc., 
230 N. Michigan Ave., Chicago 1. 
Midwest Visual Equipment Co., 
6961 N. Clark St., Chicago 26. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, Mo. 


INDIANA 


Burke’s Motion Picture Co., 434 
Lincoln Way West, South Bend 5. 


IOWA e 
Pratt Sound Films, Inc., 720 3rd 
Ave., S.E., Cedar Rapids, Iowa. 


Ryan Visual Aids Service, 409-11 
Harrison St., Davenport. 


KANSAS-MISSOURI 
Kansas City Sound Service, 1402 
Locust St., Kansas City 6, Mo. 
Erker Bros. Optical Co., 610 
Olive St., St. Louis 1. 
Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 


MICHIGAN 
Engleman Visual Education 
Service, 4754-56 Woodward Ave., 
Detroit 1. 
Jam Handy Organization, Inc., 
2821 E. Grand Blvd., Detroit 11. 
Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


OHIO « 

Ralph V. Haile & Associates, 
215 Walnut St., Cincinnati, 

Academy Film Service inc., 2300 
Payne Ave., Cleveland 14. 

Carpenter Visual Service, Inc., 
13902 Euclid Ave., East Cleveland 
12, Ohio. 

Fryan Film Service, 3228 Euclid 
Ave., Cleveland 15. 

Sunray Films, Inc,, 2108 Payne 
Ave., Cleveland 14. 

Jam Handy Organization, Inc., 
310 Talbott Building, Dayton 2. 
Twyman Films Inc., 400 West 

First Street, Dayton. 
M. H. Martin Company, 50 
Charles Ave., S. E. Massillon. 


EQUIPMENT, FILMS AND PROJECTION SERVICE 


© WISCONSIN « 


R. H. Flath Company, 2410 N. 3d 
St., Milwaukee 12. 


WESTERN STATES 


CALIFORNIA 

Donald J. Clausonthue, 1829 N. 
Craig Ave., Altadena. 

Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 28. 

Hollywood Camera Ex 
1600 N. Cahuenga Blvd., Holly- 
wood 28. 

Jam Handy Organization, Inc., 
7046 Hollywood Blvd., Los An- 
geles 28. 

Ralke Company, 829 S. Flower St., 
Los Angeles 17. 

Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 4. 

Association Films, Inc., 351 Turk 
St., San Francisco 2, 


C. R. Skinner Manufacturing 
Co., 292-294 Turk St., San Fran- 
cisco 2. 


COLORADO 


Home Movie Sales Agency, 28 E. 
Ninth Ave., Denver 3. 


OKLAHOMA e 
Vaseco, 230] Classen, Oklahoma 
City 6. 
H. O. Davis, 522 N. Broadway, 
Oklahoma City 2. 


Kirkpatrick, Inc., 1634 S. Boston 
Ave., Tulsa 5. 


¢ OREGON 


Moore’s Motion Picture Service, 
306 S. W. Ninth Ave., Portland 5. 


TEXAS 
Association Films, Inc., 1915 Live 
Oak St., Dallas 1. 


George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 

Capitol Photo Supplies, 2428 
uadalupe St., Phone 8-5717, 
Austin. 


UTAH 


Deseret Book Company, 44 E. So. 
Temple St., Salt Lake City 10. 


_CANADA - FOREIGN | 

Audio-Visual Supply Company, 
Toronto General Trusts Building, 
Winnipeg, Man. 

Distribuidora Filmica Venezo- 
lana De 16MM., S.A., Apartado 
706 Caracas, Venezuela, S.A. 
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SHOOTING FOR TELEVISION? 


Camart Products Save 
Production Time and Costs 
CAMART TV CAMERA DOLLY 


Four wheel dolly and maneuverable boom arm, 
smooth easy operation with any heavy duty pro- 
fessional camera, 27 inch width will go through 
standard door. Lens heights from 26” to seven 
feet. Easily transported in station wagon. Im- 
mediate delivery. 


CAMART TV MIKE BOOM 
Sturdy and dependable, 13’ extension arm, rear 
handle for directional mike control, folds to fit 
in your car. 


CAMART OPTICAL FX UNIT 
Our free illustrated brochure tells how to create 
multiple identical images right in your camera 
with this simple device anyone can operate. Many 
unusual effects similar to live TV camera action. 


COLORTRAN LIGHTING EQUIPMENT 
All units available from 750 watt spots to 5000 
watt floods, high intensity studio color-balanced 
lighting on low amperage circuits. Lightweight 
and portable equipment. 

ARRIFLEX HEADQUARTERS 
Arriflex 35mm camera, set of three matched lenses, 
200’ and 400’ magazines, tripods, blimps, sync 
motors. Ideal for newsreel or studio productions. 


ABOVE EQUIPMENT AVAILABLE 
FOR SALES AND RENTALS 


THE CAMERA - MART Inc. 


For 


\émm. Film — 400’ to 2000’ Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 
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Rexall Visualizes Training 


(CONTINUED FROM PAGE THIRTY-SIX) 


stores pass from factory to customer: the gap 
measured by the three feet of counter which 
separates the customer from the salesperson. 

Perhaps the mere establishment of the system 
is the main thing, for now throughout the Rexall 
organization with its thousands of Rexall stores, 
every druggist and every salesperson can share 
in the most advanced thinking of the others as 
it pours into headquarters, is weighed, analyzed 
and translated into an audio-visual message. 

But the particular way in which Rexall has 
gone about it is certainly a plus value. For the 
sales training program has been approached 
from a much broader viewpoint than the narrow 
one of immediately increasing sales through 
teaching the tricks of the trade. Instead, the de- 
tails of sales training have been, if not sub- 
ordinated, at least placed in proper focus against 
a larger conception of career training and an 
understanding of human relations for the drug 
store employee. 


Dividends For the Years Ahead 

Out of this broad approach will come deeper 
values in the years ahead. What they learned 
when they worked in the Rexall Drug store will 
be remembered to their profit by employees who 
pass on to other posts in the drug field, or into 
other kinds of positions—and not to the dis- 
advantage of Rexall’s prestige. 

In every community which has a Rexall store 
the news will circulate that the Rexall druggist 
gives his employees valuable training—for free! 
—training which they cannot hope to get in any 
other store. The druggist’s reputation as a busi- 
nessman and citizen will rise. And further, he 
will find flowing to him a steady stream of ap- 
plicants of high caliber who see the values of 
the training and want to profit by it. 

He will be able to select from them a type 
of employee that, in these difficult times, is al- 
most impossible to attract into retail store work. 

At last the drug industry is finding the answer 
to its most grievous problem by providing career 
training, human relations training, through a 
modern, flexible, medium of mass c»mmunica- 


tion, the sound slidefilm. We 


All Rexallites benefit by career training. 


PLUG YOUR PRODUCTS 
AT THE POINT 


| with the amazing 


TEL-A-STORY 


Automatic Slide 
Projector; your constant salesman 


| 
| 
| 


PROJECTS: Continuous series of sharp, 
clear 6 x 9” pictures that stand out in | 
well lighted rooms. 


CAPACITY: Twelve 35mm (2 x 2”) 
slides, color or black and white. Pictures 
hold 6 seconds before moving. 


CONTINUOUS: Troublefree operation 24 
hours a day, noiseless, dependable as an 
electric clock. 115v, 50-60cy. A.C. 


PORTABLE: Compact, 7% x 10 x 20”, ra? 
12 Ibs. 


$99.50 Fully Guaranteed | | 
TEL-A-STORY, Inc. 


| 517 Main St. + Davenport, lowa — 


SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color printing 
and lacquer coating. 


ESCAR 
MOTION PICTURE SERVICE, 


7315 Carnegie Ave., Cleveland 3, Ohio 


WOULD YOU LIKE 


FASTER and BETTER | 


16"™ LABORATORY 


SERVICE ? 


+ Ansco Color type 238 duplicating 
«+ B & W and color work prints « 
Black and white printing - Rushes 
—3 hour service - Sound track pro- 
cessing - Negative processing - Re- 
versal processing - Dupe negatives 


FISCHER PHOTOGRAPHIC 
LABORATORIES 


N MOBILE AVE 


1733 CHICAGO 39 
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CABLE ADDRESS-CAMERAMART 
WORLD-WIDE SERVICE; 
| 
| 
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FiLMACK 


FILM MESSAGE 7% 


If you have an important 
Industrial, Educational, or 
Sales-Promotional film, or 
Home Movie that needs ti- 
thing . . depend on Filmack 
for the professional titling 


MIN 
it weeds for its very best ae 


TITLE 51.50 


SILENT or 
WITH MUSIC 


Fiumack 


LABORATORIES 


Selectroslide 


Only completely automatic 750-1000 watt 2x2 
slide projector with remote control. Takes 48 
slides. Available with cabinets, “in-a-case” slide 
presentations. For displays, sales, schools, lec- 
tures. A modern display tool. 


Write SPINDLER & SAUPPE 


2201 Beverly Blvd. 
for brochure [os Angeles 4, Calif. 


“Overlooking the Blue Pacific” 
4 


AND BUNGALOWS 
“Where Wilshire Boulevard Meets the See” 
Luxurious hotel guest rooms, apartments, bun- 
gelow suites—all with bath. Private swimming poo! 
Attractive dining room and grill. righty 
in lovely Garden Room. . . Unique Miraber. Beli 
resort P and 


lient service, Ample free 
parking. 

SINGLES FROM $6.00 TO $12.00 

DOUBLES FROM $8.00 TO $20.00 


Wnica 


eat 


E. D. KING 
— 


SAME MANAGEMENT 
HOTEL EL RANCHO 
in GALLUP 
NEW MEXICO 


Témm or 35mm 


Here’s the Pictorial Story of 
Michigan’s “Outstate” Attractions 


Sponsor: The Consumers Power Company, 
Jackson, Mich. 

Title: Meet Outstate Michigan, 30 min., 
16mm, color, produced by the Charles 
D. Beeland Company. 

* The word Michigan may to some folk 

be another way of saying Detroit and the 

names of the other automobile manufac- 
turing centers of the state. How wrong 
they are is evidenced in a free-loan pro- 
duction in which educational and enter- 
tainment elements are interwoven to in- 
terest civic and community organizations, 
schools, churches and clubs, as well as 
plant recreational directors. Michigan, as 

“a place to go places” for interstate trav- 

elers and a state for Michiganders to know 

better, is presented, with its many diverse 
attractions. 

Non-motor factories and shops and their 
products have a part of the footage but 
the telling effect of color is employed also 
to depict farms and fruit orchards, the 
Michigan and Huron Great Lakes and 
their many smaller sisters, also recreational 
centers and educational institutions. 

Outstate Michigan takes in the area 
from Detroit to the two Great Lakes, the 
Straits of Mackinac and the southern 
boundary. 

For prints address the Public Relations 
Department, Consumers Power Co., Jack- 
son, Mich. Local managers within the 
service area of the company will help 
arrange for projector and operator if 


needed. 


A Promotional Slidefilm Shows 
Product Pointers to the Dealer 


Sponsor: Atlas Supply Company. 

Title: Seeing in the Rain, 100 frame ssf. 
1344 min., color, produced by Pathe- 
scope Productions. 

* Replacement wiper blades are a potent 
profit item for service station owners, Lut 
many dealers have been hesitant to push 
them because of the complications of fitting 
the right blade to each kind of car. Blade 
lengths vary from 8% inches on up and 
there are four different types of wiper 
arms each of which has required an 
adaptor to fit to the standard blade. 

To solve this problem and encourage 
the dealer to tackle the wiper replacement 
market confidently, Atlas Supply Company 
has just brought out a new Triple Action 
blade which can be easily fitted to any 
arm without adaptor. Seeing in the Rain 
introduces it, shows in simple steps how 
to snap the blade on any arm. At the same 
time it demonstrates the Atlas Universal 
wiper arm which goes on any shaft. 

Atlas salesmen will be firmly grounded 
with the new product by seeing the film 
first. Later the Jersey Standard group of 
petroleum marketers (Esso, etc.) whom 
Atlas principally supplies, will use it for 
wide scale promotion among their own 


salesmen and dealers. Qe 


“Father Sees the Light” in new GE film 


GE’s Lamp Division Presents Recipes 
to Improve Home Light Conditioning 


Sponsor: General Electric Lamp Division. 
Title: Father Sees the Light, 12 min., 16mm, 
black and white. 

* Authenticity is the forte of a production in 
which dramatic effect and human interest appeal 
have been incorporated to reach a maximum 
audience as part of General Electric’s campaign 
for improved lighting in the 40 million Ameri- 
can homes wired for electricity. 

A 32-page “recipe book,” titled “See Your 
Home in a New Light,” is the thread with which 
the story is sewn together. Scenes for the film, 
which was made for television use and for 
showing at trade, consumer and civic gatherings, 
were taken in the first home utilizing all the 22 
new recipes of the company for home light- 
conditioning. 

Lighting arrangements in this upper middle- 
class home, that of Mr. and Mrs. Sam F. Teague, 
Jr., at Warrensville Heights, Ohio, show by 
photographs the adoption of the overall program 
of General Electric to protect eyesight, save 
human energy and beautify living surroundings. 

Two previews were given simultaneously, in 
Chicago and Cleveland. The latter event was a 
private gathering of the press. In Chicago, 800 
utility sales executives were the guests, at a 
television session of the Edison Flectric Insti- 
tute’s annual conference. 

General Electric’s Lamp Division, with head- 
quarters at Nela Park, Cleveland 12, is making 
the 16mm film available through its 34 sales 
district offices throughout the nation. 


Republic of Ireland 


Background material from the Em- 
erald Isle for TV and other pro- | 
ductions. 


* 


NEW! Unique “Personal” Service 
—your own films and recordings of 
the people and places you most want 
to see. 

JET ADVERTISING SERVICES 
117 Seapoint Avenue, Monkstown 
Co. Dublin, Republic of Ireland 
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color-correct 
color-correct 
color-correct 
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‘COLOR-CORRECT’* 


* TRADE-MARK EXCLUSIVE WITH 


ONLY BYRON 
CAN MAKE 


PRINTS | 


our exclusive process 


introduced in 1945 
is recognized as the 


highest standard in the industry 


byron 


studios and laboratory 


1226 wisconsin avenue, n. w. 
washington 

dupont 1800 

24 hour service on answer prints 
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